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Now, for the first time, the highly successful 
McLendon Stations are offering custom-made 

McLendon jingles to stations and sponsors. 
Packages one and two are already available. 
For radio stations with rating problems — 

and for the agency with a hard-to-please client — 
McLendon Radio Jingles are just what the doctor ordered. 



WRITE, WIRE, OR CALL: JAMES H. FOSTER, Executive Director 
2008 JACKSON STREET, DALLAS, TEXAS, Riverside 7-9311 



B. R. McLENDON 
Chairman of the Board 

GORDON B. McLENDON 
President 

JAMES H. FOSTER 
Executive Director 

PETE PEDERSEN 
Music Director 
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JUDGES 

LEWIS TITTERTON 

COMPTON ADVERTISING 

JAMES BEALLE 

KENYON & ECKHARDT 

HERMINIO TRAVIESAS 

BATTEN, BARTON, DURSTINE & OSBORN 

MITCHELL JOHNSON 
WILLIAM ESTY AGENCY 

LEE RICH 

BENTON & BOWLES 

PAUL LOUIS 
LEO BURNETT 

AL HOLLANDER 

GREY ADVERTISING 

GEORGE FREY 

SULLIVAN, STAUFFER, COLWELL & BAYLES 

DORIS WILLENS 

NEW YORK JOURNAL-AMERICAN 

CARL SPIELVOGEL 
NEW YORK TIMES 




Wll 

channel 11 

IN PITTSBURGH 



expresses its thanks to 
the distinguished board 
of judges who honored 
this television station 
by selecting it as 

FIRST PLACE WINNER 

in the 

SECOND ANNUAL 
PROMOTION MANAGERS' CONTEST 

conducted by the 

NATIONAL BROADCASTING 
COMPANY 
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• one ot 
Alabama's 
"BIG THREE" 



fWSFA-TV 1 

MONTGOMERY! 




WHY 
WSFA-TV 
IS DOMINANT 
IN CENTRAL 
AND SOUTH 
ALABAMA! 



WSFA-TV hns the TOP SHOWS in 
an area of over one million population. 
The April '59 ARB survey proves the 
dominance of WSFA-TV . . . 



Top 10 Shows 


9 90% 


WSFA-TV 


Station "C" 


1 io% 


Top 15 Shows 




WSFA-TV 


13 86% 


Station "C" 


2 14% 


WSFA-TV placed five syndicated shows 


in the Top 30 while Station U C" placed 


none in the Top 50. 


A further indica- 


tion of WSFA-TV >s 


acceptance. 


OVER A MILLION VIEWERS IN 


35 ALABAMA 


COUNTIES* 


Population 


1,106,000 


Effective Buying Income-— $1,201,510,000 


Retail Sales 


799,440,000 


Food Store Sales ___ 


217,402.000 


Drug Store Sales 


23,964.000 


Automotive Sales 


157,280,000 



Gasoline Service Station Sales 74,867.000 

Mark Central and South Alabama on 
your list ... buy it with WSFA-TV \ 

* Market area defined by Television Magazine, plus 6 
counties consistently proving rvgular reception. Does 
not include 3 Georgia and 3 Florida bonus counties, 
{Data from Salts Managtntnl Survey of Buying Power) 

WSFA-TV 

MONTGOMERY 
Chonnel 12 NBC/ ABC 
The 8ROADCASTINC COMPANY of the SOUTH 
WIS-TV and WIS-COLUMBIA, S. C. 
WIST-CHARLOTTE, N. C. 

Represented by the Katz Agency 
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DIGEST OF ARTICLES 

Farewell to 1959 — report on an explosive year! 

27 sponsor reviews the passing years — the names and issues that made the 
news, the major developments that took place within the industry, the 
ups, the downs — these were the things to remember in the year 1959 

28 Television was bloody but unbowed. It showed a healthy prosper- 
ous -tate in both net and spot in spite of the quiz show scandals 

29 Newsmakers of the Year. Twenty-eight men whose names made 
the headlines of the broadcasting industry during year just closing 

30 Spot and net radio. For spot a record year; for net a year of 
retrenchment and new affiliate plans. Local played a strong part 

32 Agencies and advertisers, A year of mergers and re-evaluation. 
As I960 approached, the eyes of the industry were on Washington 

34 Top 50 radio tv agencies. Detailed hilling figures for 1959 on the 
top ad houses anrl what they invest in the media, both spot and net 

36 Film and tape. New developments in tv syndication and commer- 
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37 sponsor reviews the year's most successful radio campaigns, presents 32 
capsule case histories, arranged alphabetically hy category for easy use 

FEATURES 



56 


Film-Scope 


58 


Sponsor Hears 


24 


49th and Madison 


19 


Sponsor-Scope 


60 


News & Idea Wrap-Up 


70 


Sponsor Speaks 


6 


\ewsmaker of the Week 


50 


Spot Uuys 


60 


Picture Wrap-Up 


70 


Ten-Second Spots 


68 


Seller's Viewpoint 


12 


Timehnyers at Work 


52 


Sponsor Asks 


66 


Tv and Radio Newsmakers 


14 


Sponsor Backstage 


SS 


Washington Week 



Member of Business Publications 
Audit of Circulations Inc. 



BPA 



SPONSOR PUBLICATIONS INC. combined with TV. Executive. Editorial. Circulation and 
Advertising Offices: 40 E. 49th St. (49 & Madison) New York 17, N. Y. Teleohone: MUrray 
Hill 8-2772. Chicago Office: 612 N. Michigan Ave. Phone: Superior 7-9863. Birmingham 
Office: Town House, Birmingham. Phone: FAirfax 4-6529. Los Angeles Office: 6087 Sunset 
Boulevard. Phone: Hollywood 4-S0S9. Printing Office: 3110 Elm Ave., Baltimore 11. 
Md. Subscriptions: U. S. $8 a year. Canada & other Western Hemisphere Countries $9 a 
year. Other Foreign countries $11 per year. Single copies 40c. Printed in U S.A. Address 
all correspondence to 40 E. 49th St., N. Y. 17, N. Y. MUrray Hill 8-2772. Published weekly 
by SPONSOR Publications Inc. 2nd class postage paid at Baltimore, Md. 

©1959 Sponsor Publications Inc. 



SPONSOR 



26 DECEMBER 1959 




Ten solid years of it this month. Since 1949 
times have changed, but so have we. New news concepts, 
the culling and corralling of fresh program ideas, applauded 
public service, and the great CBS Network, account for 
WJW-TV's present acceptance in Northeastern Ohio. 

o n 

• • r> ^ " • .... ' " 

YOU KNOW WHERE YOU'RE GOING WITH 

CBS CLEVELAND 

A STORER STATION • REPRESENTED BY THE KATZ AGENCY 
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Industrial Crescent 





A Vast 
Urban Complex 



WORK, EARN 
and SPEND. 

and it's dominated by 

uufmy-tv 

G R EENSBORO, N. C. 




B*tic Si»t« 1t*» 

Represented by 
Harrington, Righter & Parsons, Inc. 
New York • Chicago • Son Francisco * Atlonta • Boston 





WTHI-TV 

CHANNEL 10 • CBS— ABC 

TERRE 
HAUTE 

INDIANA 



Represented Nationally 
by Soiling Co. 



_ NEWSMAKER 
of the week 



The reawakened interest of government* the general public 
and the broadcast industry in public service programing with 
broader program appeal for minority audiences, has sparked 
the creation of an important new post at CBS TV* Last week, 
John Karol became v.p. and director of special projects in 
the network's tv sales department* a position which portends 
the blazing of new and difficult sales trails leading to sponsors. 

The newsmaker: John Karol has a broad knowledge of 
and wide acquaintanceship with the broadcast industry. He's worked 
at CBS and in radio for 29 years, moving to television only last Sep- 
tember after a career as a research, administrative and sales executive. 

After four months with the CBS TV network as director of special 
projects for the sales department, 
he becomes v.p. in charge of sales 
for three major program areas: 
special affairs, sports and specials. 

New interest in the scheduling 
of special programing has prompt- 
ed CBS TV to blueprint for the 
60-Y)l season double the number 
of public affairs, documentary, 
specials and sports shows being 
telecast this season. 

John {Carol's job: to heighten 
advertiser interest in these off-beat 
programs, all of which will be 
aired during prime nighttime periods, and to bring in advertisers 
new to the medium or to this type of programing. The hour-long 
shows are now being blueprinted in terms of content as well as 
sponsorship. They range the spectrum of show types from a Massa- 
chusetts Institute of Technology Series through exclusive of the 
Olympics to specials with "names" like Arthur Godfrey. Sid Caesar. 

One of John Karol's fortes has long been effective association with 
top-level planners — hoard chairmen and presidents. His talents as 
v.p. for network radio sales are being switched into different gear 
hut with the same ohjective. He's planning however, to pinpoint his 
special program sales approaches more specifically — u a rifle rather 
than a shotgun tactic. And we're going to work closely at all levels 
with clients and prospects so they know what we're doing as much 
in advance as possihle." He believes most of these specially devel- 
oped programs demand as much imagination in selling and matching 
a marketing need as in the program planning and production. 

He and his wife live in suburban Chappaqua. A daughter, Kitty, 
is married to Paul Ross of SSC&B. John, Jr., is doing graduate 
work in both law and chemistry at Yale. His father, a Harvard 
graduate, earned a Master's Degree from the U. of California, where 
he received a Carnegie Research Fellowship. 




John Karol 



SPONSOR 



26 DECEMBER 1959 




!: I K 



for 

moving 
merchandise 
in Western 
New York 

WB EN-TV is the BIG WHEEL 



Certainly we can talk quality programming and production, for as Western 
New York's first television station we have the experience and know-how since 
1948. But advertisers like to talk coverage and sales. No station in the area 
dominates this rich, productive market with perfect pictures and perfect sound 
as does WBEN-TV. Into Western New York, northwestern Pennsylvania and 
the Canadian Niagara Peninsula we consistently bring your message before the 
most people, most of the time. This moves merchandise, rolls up sales gains, 
levels sales resistance. To WBEN-TV buyers it's the greatest invention since 
the wheel. It takes them farther faster along the road to sales dominance. 
Contact us and learn how your TV dollars count for more on Ch. 4. 



Represented nationally by 
HARRINGTON, RIGHTER and PARSONS 

WBEN-TV 

A SERVICE OF THE BUFFALO EVENING NEWS 



CH. 



CBS in Buffalo 
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Small measure 




1~8«1 2 5 
1-4.250 
3-8.37 5 
1-2.500 
5— 8.6 2 5 
3-4 .750 
7-8.875 




To the five CBS Owned television stations, 
dollar measure is but small measure of the 
value of their community service activities. 

The fact that in 1959 these local stations 
devoted better than eleven million dollars in 
time and production costs to non-network 
public affairs programs and messages is a 
small gauge of accomplishment. Much more 
important was the limitless amount of care, 
imagination and skill expended to insure 
that these information programs met the 
same high standards as any of the top-rated 



programs in the most varied, widely-viewed 
broadcast schedules in television today. 

It is this consistent devotion to excellence 
which this year won for the CBS Owned 
stations more than 45 aivards and citations 
for public affairs programming. And which 
provides an indication of the immeasurable 
contribution to the communities they serve 
made by CBS Owned WCBS-TV New York, 
WC AU-TV Philadelphia, WBBM-TV Chicago, 
KMOX-TVSt. Louis and KNXT Los Angeles. 

CBS TELEVISION STATIONS 
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DETROIT 

you 
know 
where 
you're 
going 

with 

WJBK 

radio 

Sell 'em coming and going • Dominate 
Detroit, the "market on wheels" • Cap- 
ture the home audience, too • Go BIG 
on the "Station on the Go" • Go Sat- 
uration on special low cost multi-spot 
plan • Call KATZ for details 

WJBK- Radio is DETROIT. 

a 



STORER 



station 



T 
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New Pulse studies show 
McClatchy stations KM J and KFBK 
lead in acceptance 

New Pulse qualitative studies in Saeramento and 
Fresno, California show the MeClatehy stations, 
KFBK and KMJ, substantially ahead in public eon- 
fidenee and aeeeptance. 

Briefly, respondents were asked whieh radio 
station: 

1. gave most eomplete and aeeurate news 

2. gave the greatest feeling of eonfidenee in 
advertised products 

3. gave the best programming variety 

In eaeh ease, KFBK and KM J ran substantially 
ahead of competition. In fact, in every instance, they 
topped the next two stations combined in listener 
favor. 

Get what you want in your radio buy — listener 
eonfidenee, ratings, coverage and eeonomy — from 
KFBK and KM J. Any Raymer man ean give you 
details. 

McClatchy Broadcasting Company 

SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 



radio 
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TOPERA AREA & 
Central Ransas 
Gathers Bumper 
Wheat Harvest 

3rd Year oMS^ellent Crops 
MU Bank Depos.ts to 
New Record Heights 

TOPEKAT^Tspecial) - 
Prosoerity extends through- 
STffi Centra, Kansas a£ . 
the Topeka area as 

ar-record wheat crogJ^ 
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TOPEKA 

Has 1 TV Station 

WIBW-TV 

Is It! 



All Day-Every Day 

Survey- Proved 

WIBW-TV 

Tops Competition 

. . . serving a total of 
38 Kansas Counties 

As A Bonus 

Wl BW-TV 
Is The ONLY 
TV Station Available 
to 100,000 
WHEAT-RICH 
TV HOMES 
in Central Kansas 

WIBW-TV 

CBS • NBC • ABC 
Channel 13 

TOPEKA, KANSAS 

(Division Stoof f er-Copper Publicotions) 
Represented by Avt y-Knodel, Inc. 



H 




Daniel Siesel, Harold J. Siesel Company, Inc., New York, points 
out that "the timebuyer at a small agency has certain problems which 
are not readily evident to the larger agency personnel. For instance, 
we in the smaller agencies haven't the wealth of research material 
to draw upon, nor do we have a large research staff that can analyze 
and elaborate upon the figures that 
are available. Therefore, we have 
to be more dependent on the sta- 
tion representative. In these days 
of rating contentions and media 
claims and counter claims, I feel 
that the representative is becoming 
more and more important. Time- 
buyers, at all agencies, ought to 
make the best use of reps, but 
should be aware they arc salesmen, 
for the most part selling but a sin- 
gle property." Dan is always 
pleased to hear from representatives and station men as he finds that 
personal contact aids immeasurably in evaluating the information 
that he receives. "This is the human side of buying time. It in- 
volves restoring a balance, checking information to make sure that 
it is completely unbiased and selecting the particular station." 



Doug Humm, Charles W. Hoyt, Inc., New York, feels that the word 
"saturation" needs redefinition. "Saturation refers to the fre- 
quency with which product commercials are aired during a cam- 
paign. There .is generally conceded to be some special, though un- 
fixed, point when a high frequency schedule becomes a saturation 

schedule, simply because of the 
weight o f n umbers. The wo rd 
pleases everyone. It sounds effec- 
tive. However, saturation really 
has no meaning in this context. 
For saturation is actually deter- 
mined by the product itself, and 
not by the number of announce- 
ments. Those products with a high 
degree of turnover on the shelves 
of retailers rate a higher frequen- 
cy than those with a slower retail 
turnover. What may be a satura- 
tion schedule for a slow-moving product will not be one for products 
with rapid turnover." Doug points out that the converse is also 
true, and that "it can be a waste of money to buy an impressive 
'saturation' schedule for the slow product when the same money 
could be spent wisely to extend the duration of the campaign." 




!2 
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The difference between good 
and great in Minneapolis- 
St Paul Television is . . . 



r 



I -mm 



A station must serve the community well 
to gain the acceptance of its viewers. 
As the leader in the Twin City Market, 
WCCO Television recognizes the 
obligation which leadership implies. 
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CBS in the Northwest 



Represented by Peters 9 Griffin, Woodward, Inc. 
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of Mississippi 
Retail Sales . . . 

$918,000,000 

IN THE SOUTH'S 
FASTEST GROWING 
TV MARKET 

Jackson, Miss * 

with these Jackson 
stations 

WdTv 12 



by Joe Csida 



KATZ 



WlbT 

HOLLINGBERY 
* Nation's business gains leader 




Amid the tumult — some facts 

You may recall that on several occasions I did 
pieces on shows using popular music and records 
both on radio and television. And that in con- 
nection with one or two of these I mentioned that 
I was conducting a study in depth of the so- 
called television handstand or pop music-record 
dance shows. When 1 said depth, I did not mean 
ju^t a few fathoms. I meant deep, deep depth. 
As witness the fact that I sent out a three-page (legal size sheets of 
paper), three-part questionnaire to television stations. Part One 
dealt with ''General Data Re Your Tv Shows Featuring Popular 
Music, Records and/or Record Artists," and contained 12 questions. 
Part Two covered the advertising aspects of these shows and con- 
tained seven questions dealing with ratings, local, regional and 
national advertisers and their agencies. And Part Three embraced 
the record and recording Artists aspects of such shows in another 
nine questions. 

In-depth questions for in-depth answers 

I should make clear that the questions I asked were definitely not 
of the "yes ' or "no" type, but required considerable thought, and 
in many eases quite a bit of research and digging on the part of the 
person replying to them. In short it was a difficult and discouraging 
kind of questionnaire to ask busy people to fill out. I prepared such 
a questionnaire deliberately, because I felt that unless I got exhaus- 
tive information about the greatest possible number of these shows 
I could not accomplish my objective. That objective was simply to 
produce several SPONSOR columns, and eventually a brief but ineaty 
book on television shows of this kind. 

I realized that the oppressive length and the nature of the ques- 
tionnaire would make it extremely difficult to pull answers with a 
single mailing. And I was never more correct. The first question- 
naire and a most polite, pleading, friendly letter didn't pull more 
than a dozen returns. I sent out three more letters, each w 7 ith fresh 
copies of the questionnaire. The tone ranged from begging to 
demanding. I sent scores of wires and made additional scores of 
long-distance telephone calls all around the country. The mailings, 
the calls, the wires went to the station managers, the program direc- 
tors, the stars of the show, to publicity departments promotion de- 
partments. In brief, I went waj down deep after this story. 

And now several months later, I'm happy to say that I have ac- 
cumulated more important and pertinent information on these in- 
teresting popular and sales-producing television shows on both a 
local and national (American Bandstand and the Dick Clark Show 
are the only national examples) than has ever been accumulated 
before. I have the most complete story on every show of this kind in 
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every one of the major markets in the countr) . plus literal!} .scores 
of shows in lesser markets. 

Among other information 1 learned, for example, that at leasl 27o 
local, regional and national advertisers list* programs of the handstand 
or pop music variet). That's the specific numher listed on the (jue^tion- 
naires I got back. To take just one eategoi} (the most ohvious one at 
that), 30 soft drink bottlers use local pop musie-record-dance shows. 
Coca-Cola bottlers buy time on the follow ing \ 'A local shows: The Milt 
Grant Show, WTTG-TV. Washington. I). C. ; Iloosier Favorite on 
WSBTTV. South Bend, hid.; For Teenagers Only on WGAVTV. 
Portland. Me.; Teen Hop, KODE-Tl' Joplin. Mo.; Kilo's Kanteen 
on WSOC-TV. Charlotte. IS. C; Bob Branns Bandstand on WLW-T. 
Cincinnati; Teen Time on WSTV. Steubem ille. 0.; 6 O'CIock //<>/>, 
Pittsburgh. Pa.; The Big Ten Record Hop on WIS TV, Columbia. 
S. C; the 4:30 Hop on KTSM-TV. El Paso, Texas; Let's Dance on 
WTAR-TV, Norfolk. Va.; Platter Party on WTAP-TV. Parkerpburg. 
W. Va.; Jive at Five on KPAC-FV, Port Arthur. Texas. 

Pepsi jjets results, too 

Pepsi-Cola bottlers get fine action on these six bandstand st\ le 
stanzas: Dixon on Disc on WALA-TV, Mobile. Ala.: Columbus 
Bandstand on WTVM, Columbus. Ga.; Harris Hop on WHO. Des 
Moines, Iowa: Jump Town on WNOK-TV. Columbia. S. C; Teen 
Age Party on WRVA, Richmond, Va, Se\ en Up bottlers use Channel 
9 Bandstand on WLOF, Orlando, Fla.; Record Hop on \\ BKR-TV, 
Chicago; and High Time on KPTV. Portland, Oregon, while Dr. 
Pepper bottlers bii} Bandstand 28 on WSJV, South Bend; Top Ten 
Dance Party on KOTV in Tulsa. Ok I a. and the Top Ten Dance 
Party on WSLS-TV, Roanoke, Va. Royal Crown Cola. Canada Dry. 
Whistle Yess and 3-V Cola also buy these music record dance shows. 

Others of the 204 local advertisers on whom 1 have data include 
drive-in theaters, restaurants, jewelry shops, men's and women's ap- 
parel shops, various food products with a seeming slight emphasis on 
such items as potato chips, record shops, shoe stores, cleaners, drug 
stores, car dealers, dance studios, body and paint shops, bakeries, etc. 

The diversification of products, in short, seems as great as on the 
onl} national network shows of this kind {American Bandstand, 
which of course stars Dick Clark, and is one of the highest rated 
shows in daytime television, and the Saturda} night Dick Clark Show, 
both on ABC TV I . To give you an idea of this diversification. 
Clark's sponsors on the American Bandstand Monday through Friday 
show include Carter Products. Kastco. Inc.. K. I. Dupont. Elgin, 
Ga} lord Products, General Mills, Gillette (Toni division), Harold F. 
Ritchie. Hollywood Brand. Inc.. Lever Bros., Mennen. Luden's, 
Northam Warren. Old London. Polk Miller. Pond's. Seven l T p? 
Shulton, Speidel, Sterling Silversmiths. Yick Chemical* \\ elch's. Cot\ 
and Best Foods. And of course Beech-Nut through Young and 
Rubicam sponsors the Saturda} show. 

It's a strange coincidence 

The ratings on the local shows around the countr) are \er\ sub- 
stantial, and there is no doubt that the shows are producing excellent 
results for advertisers in a multitude of fields. It is a strange coinci- 
dence that just at a point when these shows seein to have reached a 
high degree of popularity, and are establishing themselves as an 
integral part of successful television programing, the so-called 
"payola" stories are breaking. It would indeed be a ening shame 
if the shows were hurt by the situation. The great, great majorit} 
of the shows and their stars are beyond reproach. ^ 




MONEY LISTENING 

The buying ADULTS of a huge 
trade area are listening closely, 
and loving what they hear. 
You'll love the jangle of their 
money, as it pours into your 
coffers. Ask Hollingberry. 

REACH MORE, REACH FURTHER 

WJBO 

NBC in BATON ROUGE 



$18 Billion! 

Consumer income of the 
766 county WSMpire 
is $18,117,823.00 
annually. How are 
your sales in the 
Central South? 



WSM 

NASHVILLE 
CLEAR CHANNEL 
50,000 Watts 

Represented by 
John Blair & Company 
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The struggle against drug addiction. To explore one of 
the most serious problems facing the nation, the illegal 
sale and use of narcotics, KNXT's Public Affairs Depart- 
ment devoted months to the production of a hard-hitting 
film report on addiction. Finally, on Wednesday evening, 
November 18, 1959, between the hours of ten and eleven 
o'clock, KNXT presented "Hell Flower," an unflinching 
look at a tragic subject. . . 






I Overwhelming! 

A special ARB survey gave "Hell Flower" a 20.0 rating, more than the 
other network competition combined. Thousands of congratulatory 
wires, letters and phone calls were received (and they're still pouring 
in). Daily Variety praised "a job well done". . . the Los Angeles Times 
called it "remarkable"... the Los Angeles Examiner cited "an excellent 
illustration of television's ability to fulfill its loftiest purpose." And 
a special Resolution of Commendation voted by the City Council of 
the City of Los Angeles saluted the program as (( an outstanding public 
service in the highest tradition of the broadcasting industry'.' 

A landmark in Los Angeles community service programming, 
"Hell Flower" is one more example of a vital cause effectively served 
by Southern California's leading television station . . . |^ 

CBS Owned 
Channel 2, Los Angeles 




The SEATTLE results are in!!! 



KOMO-TV 



ABC -TV 



FIRST in popularity for Seattle- 
Tacoma and Western Washington! 

The surveys agree on KOMO-TV and ABC-TV: 



Share of total homes reached 





American Research Bureaus 


Nielsen Station Index* 


KOMO -TV 


41.3% 


40.3% 


Station B 


34.5% 


34.9% 


Station C 


18.8% 


19.8% 


Station D 


4.8% 


4.9% 


Station E 


.6% 


.1% 



As a matter of fact, both Nielsen and ARB put us on top in total homes 
reached sign -on to sign-off Sunday through Saturday. For fascinating 
details and specific availabilities, ask your Katz man. 

KOMO-TV 4 a 



Seattle, Washington 



The Katz Represented Station 



Sources: share of total homes reached, Sun. thru Sat., 6 p. m. thru midnight, ARB Television Audi- 
ence Report, 4 weeks ending Oct. 24, 1959. Nielsen Station Index, 4 weeks ending Oct. 18, 1959 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



26 DECEMBER 1959 

•F0N80R 
PUBLICATIONS (NO. 



That spot radio campaign Moimeii (Warwick & Legler) had this summer 
worked out so successfully that it has decided to use that medium throughout 1960. 

The radio list — with a mid-January start — will consist of 76 markets at the rate of six 
to 15 spots a week. Schedules will he appreciably increased in the summer. 

Mennen's spot tv campaign, which begins the third week of January, will run in 
about 100 markets. 

Incidentally, Esty this week starts uiilimhering its barrage of Spot radio exten- 
sions, with the station lists and hndgets matching what thev were in 1939. 



Ted Bates this year replaced BBDO as the No. 4 agency in terms of air hillings. 

The rankings this year for the first five agencies as compared to 1958 as estimated by 
sponsor (see page 34 for first 50 air agencies) : 



AGENCY 
J. Walter Thompson 
McCann-Erickson 
Young & Rubicam 
Ted Bates 
BBDO 
Total 



1959 BILLINGS (RANK) 

8135,500,000 (1) 
108,000.000 (2) 
105.000.000 (3) 
95,000,000 (4) 
88,000,000 (5) 
§531,500,000 



1958 BILLINGS (RANK) 

$125,800,000 (1) 
102,000,000 (2) 
95,000,000 (3) 
84.400,000 ( 5) 
88.000.000 (4) 
$495,200,000 



Leave it to 1*&G to sugarcoat a pill and at the same time make it hard for the 
recipient to say anything hut thanks. 

The week's example: the three-week hiatus asked of tv stations for Oxydol (l)FS) 
because of overspending. 

The sugarcoating: stations were given the option of applying the hiatus in Janu- 
ary or May in toto or spreading the three weeks among those two mouths. 

Sum effect of the stratagem: the spots themselves are not cancelled out of schedule 
by the stations. 

The ill wind out of Washington may wind up blowing some good for local radio. 

Boh Ohleyer, manager of Corinthian's WISH, Indianapolis, reported this week that 
agencies in his market are evincing an interest in latching clients onto their pro- 
grams, instead of just thinking of spot announcements. 

Noted Ohleyer: acceptance of the concept of individually sponsored programs on a 
wide scale would give local radio not only a big hypo as a national medium hut add- 
ed merchandising values. 



The trend of renewal for spot tv the past week has hecn quite encouraging. 

Major reps report that as of the end of last week they've had renewal action for 1960 
on about 35% of the national account expirations — a good quotient for that point on 
the calendar. 

Among the renewing accounts: Colgate Toothpaste, W r i Id root and Vain, Standard 
Brands and Grocery Store Products phis Continental Baking. 

On the debit side: American Chicle (Bales) has thrown its tv lot for 1960 with night- 
time network participations. Looks like Carter is heading the same way. 
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SPONSOR-SCOPE continued 



A good omen for fin: Chicago's belhvether agency, Burnett, has nudged its Com- 
monwealth Edison account into a weekly hour of music on WFMT, Chicago, 

The pitch is central home heating and the target: high income families, a typical 
fin audience, according to Burnett research. 



National spot can count on JWT to deliver in 1960 even more business than 
caine out of the agency in 1959, which was a record year. 
The increase will go for both tv and radio. 

For 1959 the agency's spot expenditure figures were close to $10 million in tv and over 
$3.5 million in radio. 

If the sellers of spot tv think the competition from the nighttime network min- 
ute carriers has been rough, wait until they see what ABC TV has in store for 1960. 

You know that you can buy a daytime quarter-hour on that network and spread your 
three commercial minutes over three different days of the week. 

Well, ABC TV has a variation of this stratagem on the backburner for nighttime. 

It's a zig-zag pattern, whereby an advertiser can spot his announcement in four 
different half-hours on four different days of the week. 

For example, it can be 7:30-8 Monday, 8-8:30 Tuesday, 8:30-9 Wednesday and 9-9:30 
Thursday. The spots would be rotated so that over a period of four weeks the ad- 
vertiser's commercial would enjoy 16 different time positions. 

Evidently, ABC TV figures on going all out with the magazine concept — that is, without 
at the same time locking out a prospect, like General Foods, that's wedded to the 
doctrine of birddogging and controlling its own nighttime fare. 



Lever thinks it's got a promising growth potential in the liquid version of all 
and hence plans to give it heavy tv market expansion in the fore part of 1960. 

NL&B has been testing the new product in a number of markets. 



Looks like BBDO will soon be pitching U.S. Steel some sort of alternate to the 
Theatre Guild, of which the sponsor, it's reported, is tiring. 

Five different substitute plans have been put together at the agency, but it hasn't yet 
been decided which of these plans will be presented to Steel by agency president 
Charles Brower, 

Incidentally, BBDO's executive v.p., Bob Foreman, this week unveiled before the Amer- 
ican Marketing Association a study purporting to show the superior commercial effec- 
tiveness of an exclusively sponsored tv show over participation programs. 



Pertussin via Compton this week started placing an eight-week campaign of day- 
time tv minutes in northern markets, scheduled to start 4 January, 

They'll run at the rate of five a week, preferably after or before the news. 



Whitehall (Bates) has finally found the live personality show it's been looking for to 
take over the CBS TV Monday 7:30-8 p.m. niche: it's one headed up by Kate Smith. 

Loaded as it is with westerns and other types of action shows, the drug account wanted 
something that would appeal especially to the older age groups. 

It'll be La Smith's first regular tv commercial series since her matinee run on 
NBC TV five years ago. The Whitehall item starts in late January. 
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SPONSOR-SCOPE continued 



The daytime schedule at NBC TV this week was put through another rugged 
reshuffling. 

Obvious reason: NBC afternoon programing has l>cen taking a clobbering in ratings 
from ABC TV's lineup. 

Wateh for NBC to meet the competition also with a somewhat revised sales policy. 

If you take Nielsen's hist tv rating report as an index here's what the odds are 
this season for the various types of regularly scheduled shows to make the top 40: 
Westerns: better than one out of two. 
Suspense: slightly better than one out of three. 
Situation comedy; three out of four. 
Adventure: one out of 10. 
Variety: almost one out of three. 
Quizzes, panels: one out of two. 
General drama: one out of five. 

The latter part of December is when ABC TV goes on its stewardship report 
kick. 

Like advising almost every client how it's doing statistically with its money on that net- 
work: (1) the accumulated audience, (2) the un duplicated audience and (3) how all 
this compares with the tv characteristics of the client's competitors. 

CBS TV had a point to make about action shows and it's this: It may not have 
as many shows of this type as ABC TV but what it does have averages out higher than 
the kaboodle (western, suspense and adventure shows) at ABC TV. 

Using Nielsen's first November report as a base, CBS TV tosses forth this average rat- 
ings comparison for regularly scheduled nighttime fare: 

SHOW GROUP ABC TV CBS TV NBC TV 

Action 20.4 24.0 18.5 

Non-action 14.8 19.8 18.3 

Average 18.0 21.1 18.4 

Note: The range covered in this comparison is from 7:30 to 11 p.m. ABC TV usually 
confines similar average rating comparisons to the 7:30-10:30 span. 

Renault (Kndner) this week committed itself for $539,000 worth of special 
events on CBS TV: $439,000 (27 commercial minutes) for a quarter of the Win- 
ter Olympics and the remaining for a quarter of the Orange Bowl. 

So far that's all the network has committed for the international event, while the Orange 
Bowl has only another quarter sold, and that's to K. J. Reynolds. 

CBS has some "deals" offered it for the Olympics, which go on in Februan, hut ifs hesi- 
tant about accepting them because of the favored nations clause in the Renault 
contract. 

International Business Machines is in the market for a tv series. 
TvB had been working for nine months on this giant, showing them how the medium ean 
do both an image and product selling job for it. 

NBC TV has found a way to give Plymouth the relief it seeks from its obliga- 
tion in connection with the Steve Allen series. 

It plans to reduce Allen's quota to three shows a month and offer the fourth hour along 
with a series titled Shuberf s Alley and starring Andy Williams. The price for the latter 
musical: §200,000 gross, time and talent. 
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SPONSOR-SCOPE continued 



Take ft on the observation of SPONSOR-SCOPE's midwest trend -spotter, lots 
of agencies in that region are getting away from the rating consideration in their 
buying of radio. 

Notes the correspondent: Radio choice now seems to depend more on the appli- 
cation of rather than on tbe significance of number. 

Among the cases in point cited: (1) American Bakeries (Y&R) and its use of the 
2 }4 -minute pop music commercial; (2) Elgin Watch (JWT) leans toward strong 
local personalities and (3) International Harvester (AFM&H) buys the farm director 
first and then the time. 

Brown & Williamson (Bates), which likes to juggle its tv money around, has 
called for the time being its investments in late evening minutes* 
Affected in this withdrawal from feature films are 23 markets. 

The tv industry and the advertising trade might find a twig for rumination in 
one investment house's commentary on what the current Washington rumble will mean 
to the magazine industry's prospects in I960. 

An excerpt from the latest issue of Bernhard & Co.'s fortnightly outlook: 
"An expected decline in the growth rate of the television industry, the publish- 
ing industry's fiercest competitor, together with a tightening of advertising standards im- 
posed by the FCC as well as some networks, notably CBS, should channel further 
advertising revenue to publishers," 

Talk to veteran commercial writers about what they think of radio commer- 
cials and their critiques will run something along this line: 

• The young newcomers to the trade arc trying to write light commercials without 
being the least adept at humor. 

• Getting over the brand name clearly seems to be a secondary objective, 

• Projecting a distinct image of the product is sadly neglected, 

• A lot of Broadway writers are trying to get into the jingle game and most of those who 
have got in treat the commercial as something they're trying to sell over the foot- 
lights and not over the air. 

A merchandising gimmick that seems to be running rampant: Send in the labels 
of six items of a product and get a certificate entitling yon to six items of the same 
product free. 

The main objective: Assure the product's position on the supermarket shelf, and, 
coincidentally, drive the competitive brand into the store's oblivion. 

Secondary motive: Minimize as much as possible the chance of the consumer break- 
ing the chain of continuous use. 

Why the shelf insurance, especially for a new product, is so important: Because of the 
complex ways the store chains have of buying by committee, it sometimes takes as 
much as four to six inoiitlis to get shelf admission. 

ABC TV's Operation Daybreak has apparently passed muster for the second year 
of its career: seven of its charter members have renewed for 1960, 

The stayers: General Foods fan increase from four to five quarter-hours a week); 
Beech Nut, Drackett, Johnson & Johnson fall these five accounts out of Y&R) ; Gillette- 
Toni (North); Lever (JWT) and Armour (FCB). 



For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 50; News and Idea Wrap-Up, page 60; Washington Week, page 55; SPONSOR 
Hears, page 58; Tv and Radio Newsmakers, page 66; and Film-Scope, page 56. 
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KPRC-TV 

HOUSTON, TEXAS 



COURTESY OF UNITED MOTORS SERVICE 



If all stations were as fresh as this little rascal you could buy 'em blindfolded. But, they 
aren't! That's why smart buyers always ask for KPRC-TV. You see the station add its 
own personality, so you know it has to be fresh — 100 r ,'< fresh. Makes sense, doesn't it? You're 
always sure with KPRC-TV, the low charge Houston TV station with everything — quality, 
dependability, long life . . . extra sales at no extra cost. 

SPOT AND PROGRAM AVAILABILITIES FOR ALL PRODUCTS . , . PRICES GOOD ALL OVER THE UNITED STATES 



KEPRESEWED \.mo\4U} BY EDiriRD PEfR\ & CO. 



ji kprc-TV (39 

„, , HOUSTON, TEXAS _ 



$t ccE»n l tin frti^i\c sr txr> w trtt kpk< -n . inn >ro\ 



SPONSOR • 26 DECEMBER 1959 



2\\ 



POWER 



...your most 
potent selling wedge! 




-and in the Detroit Area 
you get either or both 
at the Lowest Rates of 
any other Major Station. 




GENERAL OFFICES 



9 




* 0 « GUARDIAN BLDG. • DETROIT 26, MICH. _ w 

ROBERT E. EASTMAN & CO. J. £. CAM PEA U YOUNG TSLEVTStON CORP. VJ ^/LX^* 
f | Noll Rod.o Rep Prendent Not'l TV Rep j 



49th and 
Madison 



All the difference in the world! 

Thank you for the article on me as 
Newsmaker of the Week in the 5 
December issue of sponsor, and 
while I very much appreciated your 
write-up on our 15th anniversary. I 
want to call to your attention a seri- 
ous error in this. 

It is important to point to state- 
ment Number Two of our philosophy 
which obviously left out one word 
which reverses the meaning of the 
sentence. It is our belief that every 
station on our list should represent 
sufficient income so that one station is 
not paying for the servicing of an- 
other. Your write-up, because it left 
out one small word, would give the 
impression that just the reverse is 
true. 

Adam Young 
Adam Young, Inc. 
N.Y.C. 

• SPONSOR regrets omission of the small, 
but highly important word, "no." 

Good, but could be better 

Just a note to tell you how much I 
enjoy reading Reps and Timebuyers 
At Work. 

Those two columns give the people 
who deal directly with the buying in 
the industry the opportunity to sound 
off in their own way about the prob- 
lems that develop in their field. 

One suggestion though. How about 
a change in format? Perhaps each 
week have one tiniebuyer and one rep 
give their \iews on the same industry 
problem. Might be interesting. 

Marie Coleman 
Donahue <& Coe, Inc. 
N.Y.C. 

Lave that Xmas cheer! 

The 19 December issue of sponsor 
sure was full of seasonal cheer — right 
from the cover, which was a pleasure 
to see on a trade magazine. 

For the first time, though, I felt 
almost guilty reading SPONSOR in the 
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office. That spoof by Bill Miksch. 

Wow! 1 mean it was funny. like cool. 
Ralph C. Conner 
Daren F. McGavren Co. 
N.Y.C. 

Looking up roses 

It's about time that someone went 
out and dug up the facts on color tv. 
("Color Tv Faces a Bright '60." 
SPONSOR, 19 Dec. I 

The picture on page 29 is certainly 
a graphic representative of the new 
horizon for color tv. Also found it 
coincidcntaHy interesting to note the 
ad J, Walter Thompson placed on p. 
25 of the same issue, announcing that 
it had scheduled 600 minutes of color 
tv commercials for '59-60. Looks like 
a ros) )ear for color. 

Phil Dean 

Phil Dean Assoc. 

N.Y.C. 

Spanking, indeed! 

I read with great interest ) our special 
editorial on pages 32 and 33 of the 
current issue (5 December). As one 
who has long smarted from the per- 
petual spanking by the press ( for 
radio used to he the whipping log — 
before tv). I was pleased indeed with 
your approach to the problem. 

As a matter of interest. I enclose 
press clippings from recent issues of 
dail) newspapers in the area. In read- 
ing them one gets the impression that 
all is not as it should he in the news- 
paper world. If. as the Pope says, 
the press is being used for "the mor- 
bid fire of certain passions" the press 
has been at great pains to hide the 
ugly fact from us. Inasmuch as the 
United Nations has been working for 
so many years to draft a charter for 
the freedom of information, it would 
appear that a great many people are 
deeply concerned about the ''daily in- 
trusions of the press against the re- 
ligious and moral health of mankind." 

Who was it said "'those who live 
in glass houses shouldn't throw 
stones"? 1 heai til) agree that news- 
papers should be warned, and if warn- 
ings fall on deaf ears then radio and 
television should, for the sake of the 
preservation of our concept of free- 
dom of information, take steps to 
wage war against newspapers print- 
ing "poison which is being so gener- 
ously and nonchalant!)' fed." 

Howard C. Caine 
pres. and gen. mgr. 
CHWO Radio Ltd. 



How Come CHANNEL 10 
Stays Perennially On Top in 
the Rich Rochester N. Y. Area? 

COULD BE BECAUSE:- 




we have the POWER 

Yes, thanks to our new M6 KAV (maximum power) 
transmitter, we now speak to more than a million 
Western New Yorkers with a stronger voice — look 
at them with a brighter eye! Our primary- 
coverage area is considerably extended! 




we have the SHOWS 

We offer our viewers the very finest program;* of two 
major networks— CHS and ABC— a galaxy of great 
stars in a brilliant host of new shows and old favorites! 
We also offer News- Weather-Sports, complete and 
accurate, twice nightly at 6:30 and 1 1:00 P.M. — plus 
many other fine, live local shows, and the great 
MGM movies. 



we have the KNOW-HOW 

Not only do we possess the technical know-how 
that guarantees best-quality production, but being 
Rochester-owned, we understand the wants and 
whimsies of the people of this area, gi\e them 
what they want, know how to promote our .station 
and our programs in the most effective manner. 



we have the FACILITIES 



Our facilities, both in personnel and in equipment 
leave little to be desired. Our well-trained engineers 
and production staffs welcome the constant challenge 
of handling live shows and live commercials in 
truly expert fashion. 



we have the WILL 

Perhaps our BEST quality is our ceaseless will to 
please*. We are intensely proud of our consistent 
leadership in Rochester, and we are determined 
to maintain it! 




Adequate power, top-notch programming, expert know-how, 
modern facilities and the resolve to please and satisfy — e\er\ 
one of these things is essential to a successful television station — 
and these are the things that attract and hold our 
ever-increasing number of sponsors. 

CHANNEL lO 

(WVET-TV • WHEC-TV) CBS BASIC • ABC AFFILIATE 



THE BOLLING CO. INC. • NATIONAL REPRESENTATIVES • EVERETT McKINNEY. INC. 
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...OLD NEW ORLEANS FAVORITE 




As served at Broussard's by Felix Savoy. Napoleon approves! 

WWL-TV. . . New 
New Orleans Favorite 

Among New Orleans* favorite shows are the ones they 
see live on WWL-TV. Ranging in interest from NEW 
ORLEANS JAZZ to MORGUS BOARD (featured in 
TV Guide, Nov. 21) to authentic jungle adventures on 
WILD CARGO, WWL-TV's schedule of 49 live shows 
per week provides the perfect vehicle for commercials 
that require a personal touch. 

Ask Katz about the local popularity 
oj WWL-TV's live programs 

WWL-TV 

NEW ORLEANS 




Here's how 
to make it! 




There ore three steps in 
the Crepes ritual at Brous- 
sord's— o sossy sauce, o light 
egg batter and a determined 
meringue. 

Make souce ond store until 
needed. Cream Va cup sweet 
butter with 1 cup sifted con- 
fectioner's sugar. Flavor with 
rum or o few drops pure rum 
extract. Grate rinds of 1 
medium aronge and 1 lemon; 
extract juice & pulp. Com- 
bine with sauce and heat just 
o little to blend it. Add 2-3 
whale claves. Makes 1 cup. 

Make 4 paper-thin French 
pancokes obout 8 inches in 
diameter. Fallaw yaur own 
fovorite recipe, but use o 
light egg batter. 

Fill the centers with 4-5 
heaping tbsp. very firm vanil- 
lo-flovored meringue. Fold in 
half, then again, making a 
triongle. Dust with confec- 
tioner's sugar. 

Pour souce inta bo king 
dish, orronge folded Crepes 
in it. Set in pre-heated 325- 
degree oven 1 0-1 2 minutes, 
until Crepes puff up and 
meringue browns lightly. 

Carry to table at once. 
Pour 1 Vi oz. good bra ndy 
and Vz oz. Grand Marnier 
over eoch. Touch motch to 
the dish and flome-boste 
Crepes a minute or so. Serve 
ot once on heoted plotes cov- 
ered with brondy souce. 
Mokes 4 gourmets hoppy. 
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FAREWELL TO 




REPORT ON AN EXPLOSIVE YEAR! 




Twelve months ago, when the editor> of SPONSOK 
sat down to write our Annual Report to Readers, we 
called 1958 (in our innocence) a "rough year." 

Rough? Well maybe it was for a few faint hearts 
who saw bleak Depletion just around the corner. 

But by comparison with what we have all been 
through since 1 Jan. 1959, those halcyon 1958 days 
were placid as a mill-pond, smooth as baby's skin. 

Never before in the history of the air media has 
one year seen such violent criticism of radio/tv prac- 
tices; never ?o much clamor about radio/tv advertis- 
ing, never so many gleeful, self-righteous attacks by 
magazine and newspaper competitors. 

1959 has been a year when nearly all of us have 
had to take it on the chin from friends* and acquaint- 
ances outside the business. 

And yet, despite the hue and cry. it has been a 
year of great accomplishments too. Here, in this 
fast seven-part wrap-up, sponsok presents a sum- 
mary of "What you should remember about 1959/' 

Read it and here's wishing you — a happier I960. 
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A seven-part wrap-up of the year 



1 . NET AM) SPOT TV. A round-up of signify 
cant developments in the So. I ad medium. P. 28 



2. NEWSMAKERS OF THE YEAR. 22 indi- 
vidnals whose names made 59 news. Starts P. 29 



3. NET AND SPOT RADIO. Why radio as a 
whole had the biggest year in its history. P. 30 



4. AGENCIES AND ADVERTISERS. Shifts 
changes, new strategies, marketing ideas. P. 32 



5- AGENCY HILLINGS — J 959. The 12- 
month record of the 50 leaders. In media. P. 34 



6. FILM AND TAPE, if' hat happened in the 
fast moving fields of syndication, videotape. P. 36 



7- 1939 RADIO RESULTS. Case histories of 
32 successful net and spot radio campaigns, p. 37 



1959 Year-end report 



TV: BLOODY BUT UNBOWED 



^)f 1959. it might be said that tele- 
vision came in like a lion and went 
out like a goat, caught up in a wave 
of listeria started b\ politicians and 
spread to the public by a gleeful 
press. It is to tv's credit that it ad- 
mitted its errors and immediately 
took steps to remedy them. And so. 
having been cleansed in the sacrificial 
fires, television goes into 1960 as 
prol abl\ the most lngienic industry 
in the land. 

L ^fortunately, the tv quiz hearings 
will be the "best-remembered high- 
light" of television's year. But there 
were many other highlights on the 
bright side of tbe ledger, in both spot 
and network television, in the year 
of 1959. 

Qmz show hearings: In August, 
newspaper headlines already were 
promising a probe b) the House Com- 
mittee on Legislative Oversight of tele- 
vision quiz shows. The boom wasn't 
lowered, however, until early Octo- 
ber, and then things realh broke 
loose. Quiz show directors and pro- 



ducers were dropped from networks 
along with quiz shows. Contestants, 
including nation's favorite "brain" 
Carl Van Doren, admitted they had 
been fed answers. "Rig" or "fix" be- 
came words that made broadcasters, 
advertisers, clients tremble. NAB, 
ANA, 4A's and networks raced fever- 
ishly to clean up the tv household and 
set up insurances against it ever hap- 
pening again. 

Print media lost no time taking ad- 
vantage of the debacle. Columnists, 
television critics kept fanning the 
"Reign of Terror." Politicos bad a 
field day too. for here was a built-in 
"whipping giant." The public was 
quick to indulge in soul-searching 
and in morality debates. Hysteria 
mounted to such a peak that it may 
be many months until the nation gets 
back a sense of perspective. 

As the year draws to a close, there 
is one hopeful note: that most of those 
conducting the investigation and who 
have the power to regulate have come 
to the conclusion that self-regulation 



within the broadcasting industry 
beats government regulation all hol- 
low. 

Network business: Things really 
boomed in 1959 for network televi- 
sion. Latest figures from Television 
Bureau of Advertising for the first 
nine months of the year show net- 
work gross time billings at $451.- 
013,340. This is a 10.57c increase 
over the comparable period in 1958. 

Food products, soaps, tobaccos, and 
automotives are among the big blue- 
chip investors in net tv. 

One of the most exciting net tv 
buys of the year was by Ford Motor 
Co. through JWT. It included 39 
weekly shows on NBC TV, some one 
hour, some 90 minutes, some two 
hours. Dramas and variety shows 
make up the package, and the tab has 
been estimated in the neighborhood 
of $17 million. GM's Chevrolet divi- 
sion last spring picked up its Dinah 
Shore Shoiu again for another 52 
weeks. Investments by just these two 
automotives in net tv are running 
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TV PAID A HIGH PENALTY FOR QUIZ SHOW DECEPTION 





THE NEWS WAS BAD. The 

last quarter of 1959 found the 
nation shocked by news that all 
was not what it had seemed in tv 
quiz shows. At House Committee 
hearings, Charles Van Doren (/), 
beloved "brain* of millions, ad- 
mitted along with others that they 
had been fed answers, that when 
contestants stepped into isolation 
booths like one at right, their 
hemmings and hawings were real- 
ly histrionics. All tv has suffered 
because of such few deceivers. 
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around 830 million. With 1939 a 
revolutionary year for Detroit with 
Ford. Chevrolet and Chrysler each 
bringing out a new compact car, the 
impact of tv advertising was con- 
sidered important. 

Spot tv business : 1 f network, 
with its 10.5^ gain over 1958, had 
it good this year — spot tv had it even 
better. According to TvB. the first 
nine months of 1959 put spot tv at 
the 1448,904,000 mark— 23.8'/ ahead 
of the first three quarters of 1958. 
As usual, top spender was food prod- 
ucts. Other heavy spot investors: 
soaps, drugs, cosmetics, tobaccos. 

Starting right in at the beginning 
of 1959 with a year under its belt that 
was ahead of 1957 by $511.7 million 
vs. 448.7 million, spot tv continued 
to ride high, wide and handsome. 
But it had its troubles too I as did net- 
work tv at the hands of FCC and al- 
most everybody else). Among the 
rough spots encountered In spot tv 
was the situation triggered by the 
charges of Y&R last March that it 
found about a 229? violation of com- 
mercial placements, including triple- 
spotting. A report following right on 
the heels of the Y&R pronouncement 
by BAR brought to light still more 
evidence of triple-, quadruple- and 
even quintuple-spotting of commer- 
cials. At that point, a number of 
agencies handed together to crack 
down on culprit stations, and spot 
tv rushed in to clean up its house. 

By midsummer, spot tv was the 
profitable battleground for a whole 
new bevy of products — the household 
cleansers. Spurred on In the success 
of Lestoil and its huge spot commit- 
ments and further success of Tex- 
size in the southern U. S., the giant 
soap companies jumped on the hand- 
wagon: P&G brought out Mr. Clean. 
Lever Bros, introduced Handy And\. 
while Colgate-Palmolive began mar- 
keting Genie. 

As year drew in. a rash of heavv 
spot buying took place — main of the 
buyers coming out of the midwest ; 
Helene Curtis. Renault cars. Pills- 
bury'' s Best, Revere cameras. Big 
Christmas buys from all over eame 
in at year's end. Spot tv enters 1960 
in extremely healthy state. 

Color tv: In March, color tv cele- 
brated its fifth anniversarv : five 
(Please turn to page 51) 
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OF THE YEAR 

Among those who figured prominently in radio (tv news dur- 
ing 1959 are the 22 individuals whose pictures appear on this 
and following pages. Each helped make industry history. 



m 





AGENCYMAN CF THE YEAR 

Norman H. Strouse, pres. JWT, which 
not only widened its billing gap over 
other agencies to improve its No. 1 
position, but proved its resiliency by 
retrieving both Chase & Sanborn and 
RCA accounts, formerly at Thompson 



BROADCASTER OF THE YEAR 

Clair McCollough, pres. Steinman Sta- 
tions, selected by NAB lor its Distin- 
guished Achievement Award. McCol- 
lough, a leader in many industry causes, 
served as chairman of the Tv Informa- 
tion Committee which set up the TI0 




Nikita Khrushchev, Soviet premier whose 
face and voice became familiar to mil- 
lions of Americans during his U. S. trip, 
and earlier in the year when his fa- 
mous "Supermarket hassle" with Nixon 
was caught on video tape in Moscow 



INVESTIGATOR OF THE YEAR 

Chairman Oren Harris (Dem., Ark.) of the 
House Commerce Legislative Oversight 
Subcommittee, whose quiz show hear- 
ings broke open a major tv scandal and 
touched off a chain reaction of investi- 
gations and anti-industry publicity 
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1959 Year-end report 



RADIO: NEW RECORD FOR SPOT 



■ or spot and local radio it was a 
record )ear: for network radio, a 
\ear of retrenchment. 

With final figures vet to he toted 
up. Station Representatives Assn. 
looks for a national-regional spot 
time sales take of approximately $185 
million — ahout 7' t ahead of last 
\ ear's $172 million. 

Spot's new high was achieved de- 
spite a dela\ed recession reaction dur- 
ing the \ ear's first quarter, steel 
strike-engendered cutbacks in the 
fourth. 

A trend toward longer flights con- 
tributed to the rise. Thirteen-week 
campaigns increased in popularity. 

There was some whittling ana) at 



FOOD CHAINS shed old prejudices, took radio 
seriously during 1959. Though chiefly at the 
local level, three of the chains went national 




a 



h 



so-called "fringe time." The 6-7 a.m. 
and 6-8 p.m. slots drew more busi- 
ness. Round-the-clock patterns of 
spot buying gained favor. 

Many top-50 advertisers heavied 
their investments in spot. RAB esti- 
mated that some had either exceeded 
their entire \58 figure by the midway 
point in '59. or at least nearly 
equaled it. indicating considerably 
higher totals by year-end. Among 
the spenders: Schlitz Brewing; P. 
Lorillard; Liggett & Myers; Campbell 
Soup; Anheuser-Busch; Thomas 
Leeming; Bristol-Myers; American 
and Trans World Airlines, and Stand- 
ard Oil. 

1 his was the year of "better mu- 
sic," in radio commercials. 

Other prevalent creativity fac- 
tors were humor, which frequently 
took a poke at the product, and a 
softer selling approach. Loud voices 
were on the wane, and echo-chamber 
was limited to subtle, non-irritating 
application, for the most part. 

An indication of the widespread 
optimism for spot radio next year 
came from RAB President Kevin 
Sweeney who said, "We're setting our 
sights on I960 as not only a record 
year, but a record growth year." 

Local radio likewise showed about 
a !'/< upward spurt, and reached an 
RAB-estimated $394 million includ- 
ing production, beating the previous 
record of $370 million established 
last year. 

Retailers, chain grocers and smaller 
manufacturers and distributors dem- 
onstrated further breaks with tradi- 
tional pro-newspaper prejudices. No 
longer could they ignore radio's im- 
pact and flexibility coupled with its 
continued usurpation of newspaper's 
prime function, news reporting and 
editorializing. 

(Latest evidence of radio's grow- 
ing stature as a news source: Of those 
who told Fact Finders Assoc. they'd 
turn either to radio or newspapers for 
verification of a sudden rumor of 
war. 70.5' { singled out radio.) 

New and better station merchandis- 
ing was a strong factor in establish- 



ing the local stations as a powerful 
community force. Constant reapprais- 
al of programing format was the 
watchword among local stations. 

As D-Day for the Payola hearings 
in Washington drew closer, there was 
speculation as to what future lay 
ahead for the d.j. 

For network radio this was a year 
of reorganization. 

sponsor puts the four national net- 
works' net at $37 million, a drop of 
more than 13 r ^ from the '58 figure, 
$42.8 million. At this point individ- 
ual network net business for the year 
seems to shape as follows: NBC — 
$14 million; CBS — $12 million; ABC 
— $6 million, and Mutual — $5 mil- 
lion. 

As the year opened, CBS, 
which formerly had some 90 hours 
of programing weekl), was off on its 
Program Consolidation Plan, which 
totals about 54 hours. Under the Plan, 
CBS receives all revenue on 30 hours, 
compensating its affiliates for this 
time with eight hours of news and 
two and one-half of public affairs, 
which they sell locally. 

The remaining hours of news, pub- 
lic affairs, sports and entertainment 
are available to affiliates in return for 
a fee or via a variety of co-op ar- 
rangements. 

Some affiliates were discontented 
enough to withdraw, but CBS reports 
that it finished the year with four 
more affiliates than before PCP, and 
turned in a profitable fourth quarter. 

NBC went through '59 with a 
weekly programing slate 57.5 hours 
long, then at year's end presented its 
affiliates with a new version of the 
curtailment trend. 

The plan, which got quick approv- 
al by nearly all affiliates, will amount 
to 36.5 hours of programing, for 
which 100 clearance is required. 
Stations are to be compensated in the 
conventional manner for carrying 
these programs, which include week- 
end Monitor, news on the hour, the 
Image documentary series, a new r 
eommenlan series called Emphasis, 
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half-hour world news on week-nights 
and certain sports events. 

As evidence of advertiser accept- 
ance of the new plan. INBC cites $4.25 
in il lion in net sales during the two- 
week period following its introduc- 
tion. 

ABC Radio, which had cut hack 
in 1958. hegan gradually to rebuild 
this )ear. At gear's end. its program- 
ing total had reached 29.6 hours per 
average week, exclusive of "specials," 
with new additions in the works for 
next year. News, public affairs rover- 
age were hypoed and news program- 
ing is reportedb almost a sell-out. 

Mutual underwent a tumultuous 
year, to sa) the least. Despite severe 
buffeting in the courts and seeming- 
ly endless financial crises, the net- 
work evoked optimism as 1959 drew 
to a close. Under the leadership of 
president Robert F. Hurleigh, MBS 
reorganized and was relieved of its 
'"debtor in possession'" status. 

The network reportedh has chalked 
up some S2.5 million of net business 
since last July, involving 17 new cli- 
ents, four of them in network radio 
for the first time. Further, though a 
platoon of affiliates fell by the way- 
side during the storm. Mutual an- 
nounced il plugged all gaps, added 
new markets and emerged with 453 
stations, 30 more than at the start of 
ihe trouble. 

Ne>v audience measurements 
sparked new optimism for all phases 
of radio. Among the highlights: 

• The housewife, according to 
MrCaWs magazine, responsible for 
<\2 f/ < of purchasing power, was found 
to be a radio listener for an average 
of 1.6 hours per weekday, or nearh 
20*^ of her waking hours, in a survey 
conducted bv H-U Representatn es 
and Market Planning Corp. 

• Out-of-home listening studies In 
RAB revealed that radio reached 
seven out of 10 autos. ~0 f < of pleas- 
ure boats. 76 f '< of business establish- 
ments and 30'? of trucks. 

• Radio listening exceeded tv view- 
ing for several weeks during the sum- 
mer, thanks largely to this out-of- 
home audience, according to the 
Sindlinger Co. 

• Total radio sets in use was com- 
puted by RAB at 1 16.2 million, with 
set sales expected to reach 16 million 
for '59. ^ 



NEW: 



OF THE YEAR 





DONALD S. FROST 

v.p. Bristol Myers, and 
new chairman of ANA, 
made news at Hot Springs 
with strong speech ur- 
ging advertisers to im- 
prove tv practices. "Clean 
up or get out," he said 



LEO BURNETT 

startled magazine pub- 
lishers with complaints 
that mass magazines are 
"blind to their mission." 
Burnett attacked use of 
advertising gimmicks, 
costs, editorial sterility 



HENRY M. SCHACHTE 

made the big jump in 
Lever's corporate struc- 
ture from ad v.p. to exec, 
v.p. Schachte, with heavy 
agency background, is 
now bossing three con- 
sumer marketing divisions 






JOHN C. DDERFER 

cha : rma.i of the FCC, had 
a spectacularly lively year 
as quiz show hearings 
raised questions of FCC 
laxity. At year's end FCC 
was conducting industry- 
wide hearings of its own 



WALTER 0. SCOTT 

21-year NBC veteran, be- 
came exec. v.p. of NBC 
TV in January. Like John 
Karol, who moved up to 
v.p. of CBS-TV, he proved 
that the induttry's veter- 
ans need not "hibernate" 



DONALD W. COYLE 

became v.p. in charge of 
AB-PT's new international 
division, established after 
Goldenson and Treyz of 
AB-PT made a trip to the 
Far East, decided tins 
was ripe for expansion 




EDWARD J. OeGRAY 

became president of 
ABC's Radio Network, 
moved to build facilities 
by acquiring newscasts, 
takeover contracts, time 
clearances on all Don Lee 
stations RKO-Teleradio 



FRANK HEADLEY 

president, of H-R, pushed 
his firm to th'rd place 
among station represent- 
atives by getting appoint- 
ment to represent all 
Corinthian Broadcasting 
travel radio properties 



FRANK STANTON 

cf CBS, drew wide praise 
for his conduct at quiz 
hearings, instituted many 
management and program 
changes at the network, 
including high-level re- 
organization of personnel 



SPONSOR 



26 DECEMBER 1959 



31 



1359 Year-end report 

For Agencies: Year of mergers 
For Clients: Year of spending 



ft was a tense year generally for ad- 
meri, reflected in many unlooked-for 
account shifts and surprise mergers. 

The quiz hearings, which primarily 
afTected networks and packagers, car- 
ried with them a building problem 
for advertisers. While relatively few 
advertisers and agencies were invoked 
in event> leading to the hearings, 
charges of client interference and 
control in quiz programing had a 
profound effect on advertisers gener- 
ally. 

The latter part of the year saw a 
lot of soul-searching on the part of 
men who pa\ the bills for tv enter- 
tainment. One result of this: strong, 
cogent replies to detractors claiming 
that advertisers should relinquish a 
hand in tv programing. 

Advertiser responsibility in the 
manipulation of quiz shows led to a 
series of charges and counter-charges. 

Executives of Entertainment Pro- 
ductions, packager of $64,000 Ques- 
tion and Challenge, charged that 
"controls" were exercised in order to 
achieve the results the sponsor, Rev- 
Ion, wanted in terms of ratings, news- 
paper publicity, etc. 



Martin Revson. former Revlon exe- 
cutive v.p., called this charge a 
"bunch of hogw r ash."' George Abrams. 
former Revlon advertising v.p., testi- 
fied that to Revlon's knowledge con- 
trols used by the producer consisted 
only of questions ranging from 
''tough" to "easy," not the out-and- 
out supplying of answers. 

As the dust settled, it appeared that 
advertisers and agencies would feel 
ihe repercussions of the hearings as 
hard or harder than independent 
packagers and broadcasters. 

Rep. Oren Harris, Congressional 
subcommittee chairman said that the 
industry might he heading for "the 
kind of control which it does not 
want, and which none of us wants." 
But chances of any law r 's being en- 
acted seemed slim. 

FCC Chairman John Doerfer 
indicated that the commission did not 
want to police broadcasters and inde- 
pendent programers. that such a step 
risked crossing the line into outright 
censorship. 

FTC ehiiirman Earl Kintner 
said his agency has authority only- 
over misleading advertising claims. 



not over misleading entertainment. 

Moreover, at the very height of the 
exposures, the networks had taken 
dramatic steps to prove their inten- 
tion of policing and eliminating "de- 
ceptions of all kinds" in broadcast 
material and presentation. 

Where this left the advertiser be- 
came clear from developments quite 
apart from the quiz investigations, 
but nevertheless directly attrihutahle 
to them. 

"Deceptive" eommereials : At 
the height of the quiz show hearings, 
FTC chairman Kintner put the wheels 
in motion for a sweeping program of 
"monitoring tv commercials. Conced- 
ing that the drive was sparked by the 
quiz scandals, he ordered all tv net- 
work ad continuities monitored from 
15 November to 15 December. At 
present, Kintner has 53 different 
probes of hroadcast commercials in 
progress. 

"Payola" for plugs: At year's 
end. the disk jockey payola prohe. 
another outgrowth of the quiz hear- 
ings, was hanging over the industry's 
head. A side issue which loomed 
even more explosively: payments to 



SECRECY AND GUARDED PLANNING typified most client-agency conferences, decisions during year. One example: The cloak-and-dagger 
atmosphere which surrounded Chevrolet's introduction of its new Corvair. Agency for the Corvair is Campbell-Ewald, a Top 50 agency spender 



get plugs on shows sponsored by 
somebody else, with no on-the-air 
notification that such payments have 
been made, as required by law. The 
hearings will probabh get underway 
around mid-Januar\. 

Co-op scrutiny: Another head- 
ache for advertisers was the FTC's 
probing of co-op ad deals for evi- 
dence of discrimination in favor of 
some customers and against others. 
Under scrutiny as 1959 drew to a 
<:lose were 63 big advertisers who 
give ad allowances on a large scale. 

Big-money shops: During FCC 
hearings in I\ev York on program 
control and influence, examiners 
learned that four agencies have in- 
vestments of $400 million in televi- 
sion. The) are J. Walter Thompson, 
spending $150 million of its $300 
million billing in tv: Young & Rubi- 
cam. $100 million in $230 million: 
McCann-Erickson. $85 million out of 
a total of $200 million: BBDO. $75 
million in its $200 million: Ted 
Bates, $85 million from a total of 
$105 million. 

Agency mergers, acquisitions and 
''arrangements" really went into high 
gear in 1959. 

Large agencies affiliated with small- 
er ones to make branch city offices: 
medium agencies merged with each 
other to make a billing size more 
formidable on the national front: 
small agencies joined forces to maxi- 
mize the worth of their limited task 
forces. 

Among the mergers: The Zakin 
Co. and Irving R. Blumenthal. New 
York. . . . Cahn. Miller & Strouse. 
Baltimore, from Strouse & Co. and 
Cahn-Miller. . . . Paris & Peart with 
Gardner Adv.. St. Louis, for a billing 
total of $35 million. . . . Fletcher D. 
Richards and Calkins & Holden with 
$35 million billing for the new cor- 
poration, Fletcher Richards. Calkins 
& Holden. Richards had earlier 
merged with Harris. Harlan Wood on 
the West Coast and the Tandy Agen- 
cy in Canada. Its final corporate 
step of the year: acquisition of the 
Bryan Houston agency. New York. 

Frank B. Sawdon agenc\ . New 
York, acquired F. B. Stanley Adv. Co. 
. . . H. E. Beekman Co. and Wilbur- 
Ciangio. New York, merged into Wil- 
bur-Ciansrio. Beekman & Packard. . . . 
I Please turn to page 48) 
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JAMES T. AUBREY 

became president of CBS 
TV following resignation 
of Louis Cowan. Aubrey, 
who joined CBS in 1958. 
had been named exec- 
utive vice president 
on 1 June 1959 



JEROME HYAMS 

stepped in as general 
manager of Screen Gems, 
following the death of 
Ralph Cohn. Announced 
he would follow policies 
which made Columbia 
first major in television 



EDWARD R. MURROW 

rocked the radio world 
with his documentary 
'The Business of Sex" 
in January, and stirred in- 
dustry speculation when 
he began a "leave of ab- 
sence" from CBS in June 




LOUIS HAUSMAN 

moved from his post of 
v.p. for advertising and 
promotion of CBS Radio 
to job of director of new- 
ly formed Television In- 
formation Office, set up 
to build tv's public image 



JOHN W. KLUGE 

became president of Met- 
ropolitan Broadcasting 
Corp. in March, and be- 
gan aggressive expansion 
of station group. Acquired 
WIP, Philadelphia, Foster- 
Kleiser outdoor group 



DGNALD H. McGANNON 

as chairman of the NAB's 
Tv Code Review Board, 
had eventful year which 
included removing of 
Code Seal from stations 
carrying hemorrhoid copy 
and FCC appearances 






ROBERT W. SARNOFF 

proved sturdy tv defender 
during the year with 
strong speech at Chicago 
meeting of NAB which 
lead to formation of TI0. 
and brisk counterattacks 
criticism by magazines 



FREDERIC W. 21V 

startled industry circles 
in June with sale of a 
substantial interest in 
Ziv company to Wall 
Street firms. Ziv films 
continued syndicated suc- 
cess, gained on networks 



ADAM YOUNG t 

called the "youngest of 
the old reps." celebrated 
h : s firm's 15^h anniver- 
sary by healthy additions 
to his station list Like 
many a notable, Young 
started as an NBC page 
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TOP 50 AIR AGENCIES IN 1959 



AGENCY 


RANK 
1959 


RANK 
1958 


TOTAL 
AIR S 
1959 


TOTAL 
AIR S 
1958 


TOTAL 
1959 
AGENCY 


% AIR 
OF TOTAL 
1959 


$ IN 
TV NET 


$ IN 
TV SPOT 


$ IN 
RADIO NET 


$ IN 
RADIO SPOT 


JWT 


1 


1 


£135.5 


125.8 


275 


49 


$120 


Sll 


$1 


$ 3.5 


McCAPsN 


2 


2 


108 


102 


220 


49 


69 


21 


2 


16 


Y&R* 


3 


3 


105 


95 


220 


47.7 


70 


21 


3 


11 


BATES 


4 


5 


95 


84.4 


120 


80 


43 


47 


2 


3 


BBDO* 


5 


4 


88 


88 


210 


42 


47 


26 


2 


13 


ll&ll 


6 


6 


75.1 


66.5 


109 


69 


40.5 


33.2 


0.2 


1.2 


LOMPTON 


7 


10 


64 


47.25 


78 


56 


43.8 


17.9 


1.5 


0.8 


BURNETT 


8 


7 


58.6 


54.3 


113 


51.8 


19.5 


36.2 


0.4 


2.5 


D-F-S* 


9 


8 


57.0 


52 


88 


65 


37 


11 


1.0 


8.0 


A YER * 


10 


9 


55 


48 


130 


42 


21 


19 


4 


11 


K&E* 


1 1 


12 


47 


40.5 • 


90 


52 


31 


9.0 


1.0 


6.0 


ESTY 


12 


11 


47.6 


47 


68 


70 


23.8 


10.2 


2.04 


11.56 


L&IS 


13 


14 


42 


35.4 


83 


50.6 


29.4 


8.8 


0.1 


3.7 


FC&B* 


14 


13 


40 


35.5 


90 


44 


29 


7.0 


1.0 


4.0 


C&W 


15 


19 


33.5 


17 


65 


52 


11 


14 


3.0 


5.5 


SSCB 


16 


15 


32 


28.35 


53 


60 


17.2 


8.4 




6.4 


CA MP BELLE WA LD 


17 


16 


27.7 


25 


82 


33.7 


19.5 


2.0 


6.2 


2.5 


GREY 


18 


21 


22.1 


16.5 


45.5 


49 


11.1 


4.3 


1.25 


5.45 


D'ARCY* 


19 


24 


22 


15.5 


75 


29 


8 


9 





5 


WADE 


20 


18 


21.6 


18.6 


24.3 


88.8 


13.4 


7.1 




1.1 


T AT U AM -LAIRD 


21 


30 


20.2 


11.0 


30.4 


66.4 


8.5 


9.5 


0.6 


1.6 


EWRR 


22 


21 


20 


16.5 


70 


28.5 


7.5 


5.2 


3.8 


3.5 


NEEDHAM, L&B 


23 


20 


19.2 


16.8 


38.1 


50.6 


13 


3.2 


0.1 


2.9 


PARKSON 


24 


23 


16.9 


15.8 


18 


93.8 


16 


0.6 




0.3 


GARDNER 


25 


29 


16.3 


11.5 


36.1 


45 


6.3 


5.9 


0.6 


3.5 


Total and air media IiillfiiKs tiKures 


i-over 19.19 


Imnesttc estimat 


es only, (*) indicates SPOXSOR estimate for all or 


part of zgures. (t) agenrjr 


was not in 


top 50 in *5S, 
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AND THEIR RADIO/TV BILLINGS 



AGENCY 


IANK 
1959 


RANK 

1958 


TOTAL 
AIR $ 
1959 


TOTAL 
AIR $ 
1958 


TOTAL 

1 Q'iQ 
AGENCY 


% AIR 
nr TflTAI 

ur 1 U 1 HL 

1959 


t IN 
TV NET 


t IN 

TV SPOT 


$ IN 
RADIO NET 


$ IN 
RADIO SPOT 


CAMPBELL MITI1UN 


26 


24 


16 


15.5 


39 


11 


8 


1 




1 


OGILVY, B&M* 


27 


32 


15 


104 


21.1 


62 


9 


1 


0.5 


1.5 


WARWICK & LEGLER 


27 


12 


15 


7 


25 


60 


r* 

r> 


2.5 


3.75 


3.75 


GRANT* 


29 


17 


14.65 


21 


1 1.4 


33 


8.5 


3.5 


0.15 


2.5 


NC&K 


30 


26 


14.5 


1 1.6 


31.3 


46 


6.1 


7.3 




1 


MAXON 


31 


28 


13.95 


13 


26.75 


52 


11.9 


0.5 


0.3 


1.2 


DCSS 


32 


27 


13.5 


13.5 


25.2 


53.5 


9.9 


2.1 


0.5 


1.9 


W. B. DONER 


33 


t 


11.7 


t 


20 


58.5 


6.3 


5.2 


0.57 


2.17 


F&S&R 


34 


33 


11.0 


9.0 


14 


25 


9.6 


0.65 


0.75 




GUILD, B&B 


35 


37 


10.6 


8.33 


13.5 


78.5 


1.9 


3.8 




1.9 


F. RICHARDS, C&H 


36 


t 


10.1 


t 


31.0 


32.9 


2.81 


1,56 


0.1 


2.6 


KEYES* M&J 


37 


39 


9.8 


7.71 


20.0 


49 


2,1 


6.0 


0.3 


1.0 


DOYLE, DANE, & B. 


38 


38 


9.75 


7.8 


29.0 


33.6 


5.3 


3.3 


0.05 


1.1 


GEYER 


39 


47 


9.6 


6.0 


30 


32 


2.6 


2.5 


2.0 


2.5 


MOGUL 


39 


40 


9.6 


7.6 


19.25 


50 


2.7 


1.7 




2.2 


NORTH 


41 


36 


9.15 


8.4 




63 


7.35 


1.9 




0.2 


I). P. BROTHER- 


42 


33 


9.0 


9.0 


36.0 


25 


7.5 


0.5 


0.3 


0.7 


LAMBERT & FEASLEY 


43 


t 


8.7 


t 


18.6 


16.7 


2.2 


6.0 




0.5 


COHEN, D&A* 


44 


12 


8 


7 


16 


50 


1.0 


3.0 


1.0 


3.0 


LaROCIIE 


45 


49 


7.65 


5.3 


18.5 


41 


3.0 


1.3 




.35 


REACH McCIANTON 


46 


41 


7.5 


6.9 


22.5 


33.3 


1.0 


3.0 




0.5 


E. H. W EISS 


47 


48 


7.5 


5.7 


15.0 


50 


5.6 


1.5 


0.3 


0.1 


IIONIG-COOPER, II&M 


48 


44 


7.2 


6.9 


16.5 


44 




6.07 




1.2 


McMANUS, J&A 


49 


35 


7.0 


8.5 


39 


1 6.4 


2.8 


1.5 


0.6 


1.1 


BOZELL & JACOBS 


50 


t 


6.15 


t 


19 


32 


2.5 


2.2 


0.75 


0.7 



J no billings. All finuref f«r cslttndai lit.V.t e\i*t»t KMC. which covers year etullnp 30 Septi'tutu-i r.i.Vi and K\\ lilt -iHmlnt: (M(maTt«» at rorrent r*l«* of tilling. 
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1959 Year-end report 



FILM & TAPE: NO ANSWER YET 



^3ne theme that stood out in syndi- 
cation and commercial? during 1959 
\\a> the industry's attempt to find a 
practical role for video tape. It ran 
through everything like a red thread, 
weaving together the year's mergers, 
consolidations, programing experi- 
ments, and financing and budgeting. 

In syndication programing, 
tape's progress was limited. In com- 
mercials, tape grew in use. but its pro- 
duction savings were still offset at 
\ ear's end by high handling costs. 
Yet in syndication and commercials, 
tape was of great importance this 
year, even if for its potentials rather 
than for existing accomplishments. 

These were but some of the year's 
highlights in film, tape, syndication 
and commercials: 

Mergers, Three major affiliation 
moves in the commercials field 
brought together Warner Bros, and 
Filmways, Screen Gems and Elliot- 
Unger-Elliot. and Buckeye Corp. and 
Transfilm. There w ere also three 
merger moves of note in syndication: 
United Artists took over Associated 
Artists Productions and Ziv Television 
Programs: National Theaters bought 
out NTA: and Guild Films merged 
u it li Vic Tanney. 

Syndication regionals. Some of 
the major regional syndication buys 



of the year were Lucky Strike 
(BBDOl: MCA's Special Agent 7, 
and Zivs Lock-Up; Ballantine 
(Esty) : Ziv's Bold Venture and 
MCA's Shotgun Slade and Johnny 
Midnight; Nestle (McCann-Erick- 
son) : Roy Rogers; Falstaff (D-F-S) : 
MCA's Coronado 9; Carling (B&B): 
CBS Films' Phil Silvers; Jax Beer 
(Fitzgerald) : Screen Gems' Manhunt 
and MCA's Shotgun Slade; and 
D-X Sunray Potts-Woodbury : NTA's 
Grand Jury. 

Commercials trends. Main crea- 
tive vogue of the year was the visual- 
squeeze commercial, a contribution 
identified with Transfilm. A mid- 
year surprise was the excellent show- 
ing of U. S. commercials at the 
Cannes festival; later Wally Ross an- 
nounced plans for an American festi- 
val in 1960. Two end-of-year bomb- 
shells: Compt oil's disclosures that 
tape could cost 47 c /t more than film 
because of handling charges, and a 
new 7 attitude by many advertisers who 
decided to re-make commercials rath- 
er than expose themselves to direct 
Federal investigation. 

Programing, The past 12 months 
did not see any drastic developments 
in programing. The action-adventure 
program was still king. Attempts 
early in the year to start science-fic- 



tion and mystery-detective trends 
ended in more unsold pilots than suc- 
cessful shows. There were some new r 
programing wrinkles, however. CBS 
Films pioneered in tape with its Rob- 
ert Herridge series. Ziv took Tomb- 
stone Territory off the networks and 
kept right on shooting new episodes 
for it in syndication. 1TC revived 
Ding Dong School. Westinghouse 
came up with a Civil War show based 
on Matthew Brady photographs. 

Video tape facilities. There were 
important moves ahead in tape cover- 
age. More markets got tape record- 
ers, more stations got them in each 
market and more recorders appeared 
at each station. Leaders in the mo- 
bile tape field began feeding news and 
program materials from home and 
abroad. Ainpex scored a newsbeat by 
flying a tape of the Nixon-Khruschev 
argument back for U. S. television. 

Network sales. Syndicators made 
major efforts to either break into net- 
work programing or to expand their 
network business. Some examples of 
syndicators with a network concern 
were CNP and UA. which made their 
first network sales, and Ziv. which in- 
creased its supply to the networks. 
However other syndicators that did 
not land a network buyer still con- 
tinued to hehave as though they 
hoped to. and some policies were un- 
derstandable only in terms of this 
continuing aspiration. Only Screen 
Gems divorced its network and syn- 
dication departments entirely, with 
separate program units for each. 

People on-the-move. The year 
1959 had its share of shifting hats. 
Henry Plitt became president of ABC 
Films. Les Harris moved from CBS 
Films to ITC. Jerry Hyams as gen- 
eral manager succeeded the late presi- 
dent of Screen Gems, Ralph Cohn. 
Robert F. Lewine moved from NBC 
TV to CBS Films. 

National spending. National 
brands took over a larger share of the 
syndication market last year. Kel- 
logg's I Leo Burnett ) went heavily 
into national spot cartoon shows, tak- 
(Please turn to page 66) 
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TAPE made big headlines all year . . . but it also raised new headaches as agencymen came 
face-to-face with the realities of high tv costs in handling tape programs and commercials 

Photo: Minnesota Mining and Manufacturing Co. 
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^ 32 capsule case histories of successful radio cam paigns i;i 
1959, covering 18 categories* various products and industries 

1* A valuable fact book for busy account men and ad managers 
who are planning to itse spot* local or network radio in marketing 

^ Here is documentation of how hard radio ivorks and how much 
merchandise it can sell. Look for Tv Results in next week's issue 
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RADIO RESULTS 



APPLIANCES 

SPONSOR: Doubleday Hill Electric Co. AGENCY: Direct 

Capsule case history: Douhleday Hill Electric Co. of 
Washington. D. C. purchased a test campaign on WMAL 
to advertise Sunbeam electric appliances. One of Wash- 
ington's leading hushand-and-wife shows. Jerry and Jim ma 
Strong carried the campaign. Since the majority of the 
housewives in that area live outside the city and must 
conic mam miles to make a purchase, selling such a highly 
competitive product presented a problem. The program is 
aired from 10 a.m. to 3 p.m.. Monday through Friday and 
is aimed exclusively at housewives. The campaign ran 
for four weeks exclusively on WMAL using minute an- 
nouncements. At the conclusion of the schedule Douhleday 
counted 623 Sunbeam Electric Mowers and 261 gasoline 
powered Sunbeams sold. "This represents considerable vol- 
ume on just two items," stated a Doubleday executive. "And 
it proves to us that daUime radio, though lower in price can 
be ven effective in getting us the sales reaction we want." 
WMAL. Washington, D, C. Announcements 

I 1 ! I ■ 



APPLIANCES 

SPONSOR; Pete Moore Discount House AGENCY: Direct 

Capsule case history: Bob Kennedy, half-owner and gen- 
eral manager of the Pete Moore Discount House of Staunton, 
Va., selected a three-day period for a special push to move 
~ their electrical appliances. He decided to purchase a cam- 
paign on WSVA Radio, Harrisonburg, Va., some 30 miles 
= from Staunton. In addition, he purchased a one-time only 
half-page advertisement in his hometown newspaper. In 
the first two days of the campaign, he sold 75 major appli- 
ances. This was outstanding, Kennedy felt, but on the third 
I day he sold an additional 25 or more appliances to bring the 
= total over 100. Kennedy, who wanted to know 7 the how, why, 
- when, where and who of his advertising dollar, made it a 
point to ask every customer where they had heard about the 
F Pete Moore sale. Nearly all answers pointed to WSVA. Only 
a few said the Staunton newspaper, which was of primary 
significance since this was the store's hometown. "WSVA 
personalities have really sold our store," said Kennedy. 
WSVA, Harrisonhurg, Va. Announcements 

1 ■ I" '' 1 1 I 1 lit ml I itlll.llil ill 'III 1111 1 I 



APPLIANCES 

SPONSOR: Hynes Brothers AGENCY: Direct 

Capsule case history: Selling appliances in Washington. 
1). C. is highly competitive, but H) nes Brothers, the area's 
distributors of Gibson refrigerators, had little difficult) after 
purchasing a spot campaign on WMAL. It was ihe hr.^t 
time radio had been used hy the firm, and no other adver- 
tising was used. Although Washington has about the high- 
est percentage of working women in the country. Hynes went 
ahead and scheduled 40 spots a da\ in the daytime hours, a 
time when most women are at work in the Washington area. 
"We used spot radio on WMAL for four weeks in June and 
Gibson had the biggest sales month in the history of the 
compam." said John Hvnes. ''Those 40 spots really did a 
selling job for us; 49o refrigerator sales resulted and can 
old) he attributed to WMAL." The saturation run paid off 
man} times over the cost of the schedule for the distributor, 
and H\nes Brothers plans to use radio now in all its cam- 
paigns, with heav\ concentration on WMAL in particular. 
W MAL, Washington. D. Announcements 



APPLIANCES 

SPONSOR: Turner's TV & Appliance Store AGENCY: Direct 

Capsule case history: In a special campaign to promote 
the sale of appliances. Turner's of Merced, California, broad- 
cast a remote from 9 a.m. to 6 p.m., from their store, via 
KW1P Radio, also of Merced, California. Disk jockeys 
Johnny Borba and Jerry O'Neill greeted over 6,000 residents 
of the San Joaquin Valley who came into the store during 
the broadcast. The radio station had their KWIP clowns 
entertaining during the day and also had the radio station's 
searchlight lighting up the area in the evening. Turner's, in 
conjunction with this remote broadcast, had a special sale 
on Hoffman radio and tv sets. KWIP salesmen interviewed 
I customers as they walked around the store and also demon- 
strated the various appliances. Said one of the store 
representatives, "This is the greatest public response Turner's 
has ever had. I'm going to ask Maxwell Hurst, (president of 
KWIP). to let me borrow O'Neill and Borba as salesman. 
KWIP made our Hoffman promotion an outstanding success." 

KWIP, Meiced. Cal. Program 
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AUTOMOTIVES 

SPONSOR: Al Abrams Motor Sales, Inc. AGENCY: Direct 

Capsule case history: Al Abrams Motor Sale?. Inc.. Chi- 
cago, a Pontiac dealer, wanted lo attract new business from 
a particular segment of the city— Chicago's South side. 
Abrams Pontiac had done very little advertising until re- 
cently, and after studying all the stations in the Chicago 
area, the agency felt that WBKE could do the best job for 
them. The dealer signed with the station for a 13-week Sun- 
day religious hour and before tin* period was up the results 
broke all records for Chicago ear sales in one month. The 
ad\ertiser has since extended his original program to an 
hour and a half and has added twice daily news and sports 
programs. Abrams set a record goal for car sales for him- 
self in 1959 and by the end of the first quarter he had sold 
535 cars, more than twiee the goal for that period. "Praeti- 
cally all of our advertising continues in radio, with three- 
fourths of it on WBEE."' said Abrams. He is now planning 
another half hour on WBEE for Saturday and Sunday. 

WBEE, Chicago Programs 



AUTOMOTIVES 

SPONSOR: C. W. Upchurch & Co. AGENCY; Direct 

Capsule vase history: The boom in foreign ear- ha- not 
been catapulted by w ord-of-month a> most foreign ear im- 
porters and magazines claim. Radio ad\crtising has phned 
a highly important role and. for C. W. [ pehureh & Co. of 
Charlotte. *\. C. importer.- of Merc edcs-I>enz. Renault 
Dauphine and Peugols. radio has been one of the most effec- 
tive sales media the company has e\er Used. In the summer 
l T pchnreh & Co. purchased a spot schedule in WSOCs 
1 lornet baseball broadcast. 1 pehurehs commercial.* were 
delhered live by Bill Snyder. Charlottes leading phi\-bv- 
play sports broadcaster. "We feel that the increase in bn-i- 
ness is a direct re* lilt of Bill binder's excellent handling of 
our spots, as we have not ad\erti*ed in am other media. 
wrote v.p. A. McNeil I pehureh. "Our sales ha\e shown out- 
standing increases over pre\ions months." he continued. "1 
can most heartily recommend Bill Smdur and Hornet 
Baseball to an) business as a sure-fire sales slimulu-. ' 

WSOC, Chariot le Announcement- 



AUTOMOTIVES 

SPONSOR: Bill Sanders Motor Company AGENCY; Direct 

Capsule case history: The Bill Sanders Motor Company of 
Raleigh, N. C, has been successful!) using radio to reach 
and sell the Raleigh market for almost five years. Sanders 
is one of the 10 largest Ford dealers in the world, and 
probably sells more Ford cars, trucks and station wagons 
than all North Carolina dealers eornbined. Sanders' cam- 
paign eonsists of a basie five announcements per day six 
days per week. In addition, Sanders expends dealer co-op 
money which brings his total schedule to approximately 10 
or 12 spots per day. More than 95' < of Sanders" total bud- 
get is plaeed on WRAL. A good percentage of Sanders" 
sales are realized from buyers of cab and truck companies 
who purchase fleets at a time. * Tn the years I have been 
using radio, and especially WRAL. the volume of customers 
that have eome to Sanders for service has more than dou- 
bled," said Bill Sanders. "Radio has proven that it can do 
the job I need here with low eost and high efficiency.' 

WRAL, Raleigh Announcements 



AUTOMOTIVES 

SPONSOR: Guaranteed Motor Exchange AGENCY Direct 

Capsule case history: Guaranteed Motor Exchange. Nor- 
folk, placed all its ad\ertising on WRAP. Wilmington, when 
it started in business. Initial!} . one daily quarlerdiour pro- 
gram was scheduled. The immediate response promoted an 
additional weekly half-hour musical program on Sunda\ . 
Business continued to grow, and the schedule was expanded 
lo include another quarter-hour daily music show at the 
end of the third month. Then, fne 5-ininute daily newsca-t> 
were purchased. The entire schedule* currently covers fi\e 
hours and 35 minute?, of GME sponsorship a week and rep- 
resents 95'* of its ad\ertising budget. Owner and manager 
Bob Ellington told the station."! knew that WRAP could do 
the job the first day 1 opened. As business increased, m\ 
budget on the elation increased accordingly. From nothing 
to a $300.0(10 business within a year deserves more than 
acknowledgement. \\ \\ \P will always get the major share 
of m\ business because it reaches a buying audience." 
WRAP, Norfolk Pro-ram* 

(Continued pane H) ) 
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AUTOMOTIVES 

SPONSOR: United Motor Exchange AGENCY: Direct 

Capsule case history: In 1953. the United Motor Exchange 
in St. Louis decided to place a test schedule on KXLW to 
reach the Negro market in that area. Since United sells a 
highly specialized service of overhauling motors and trans- 
missions and selling rebuilt ones at a cost ranging from 
$250 to $450, the advertiser questioned how effective the 
campaign would he. The test schedule consisted of 24 30- 
second announcements per week during traffic hours (cost: 
$120) for one month: the commercial emphasized immediate 
service — "We'll come and pull your car in." Results: busi- 
ness jumped to §10,000 monthly gross. Toda), United uses 
50-80 announcements per week (cost: $250), depending 
upon the number of cars in the shop, and the business has 
grossed as much as $30,000 in a month. Most of the current 
ad budget is in KXLW, with the rest in a non-Negro radio 
station and in print. "KXLW has proved to us the impact 
of radio," said Harry Blatt. United's general manager. 
KXLW, St. Louis Announcements 

n;i ni ii ' ' .HitiNUiiiniiiiiiiiHiiiiinii 

BANKS 

SPONSOR: Merchants & Farmers Bank AGENCY: Direct 

Capsule case history: The Merchants & Farmers Bank, a 
medium-sized institution in Portsmouth, Va., traditional- 
ly had never used radio as an advertising medium. How- 
ever, in line with a recent trend, it purchased a schedule on 
WAVY, Norfolk-Portsmouth, to promote new business in 
the checking account department. The results of the radio 
flight were immediately apparent. After the announcements 
had been running only a short time, the bank experienced 
the best month in its entire history for opening new check- 
ing accounts. "We feel now, without any hesitance, that our 
radio programs handled through WAVY radio have con- 
tributed greatly to the increased number of checking ac- 
counts," said C. E. Adams, executive v. p. "Particularly ef- 
fective has been the portion of our program in w T hich Kirk 
Webster has plugged our personalized checks. He has done 
a wonderful job in helping promote our bank on his pro- 
grain." The bank plans to continue using radio indefinitely. 
WAVY, Norfolk-Portsmouth Announcements 



f DAIRY 

J SPONSOR: Foremost Dairies, Inc. AGENCY: Direct 

| Capsule case history: For many years, the Woodlawn 

| Dairy Products Div. of Foremost Dairies, Scranton, Pa. has 

| used local radio as an important component of its advertis- 

j ing effort. In fact, Woodlawn is now in its 24th consecutive 

| year as an advertiser on WGBI, Scranton-Wilkes-Barre, 

| where it runs a large schedule of spot announcements and 

| program sponsorships — a schedule that has regularly in- 

| creased through the years. That radio advertising has been 

I highly successful for Woodlawn is demonstrated by the fact 

I that the dairy has invested more and more money with 

| WGBI each year and by the steady growth of the dairy 

| products company. Known for years as the Woodlawn Farm 

i Dairy Co., it recently merged with another company to 

| become Foremost Dairies, Inc., and enlarged its product 

I line. In addition to milk and cheese products, the dairy pro- 

= duces Dolly Madison and Foremost Ice Cream, top sellers 

| through WGBI's coverage area of northeastern Pennsylvania. 

| WGBI, Scranton-Wilkes-Barre Announcements 
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I DEPARTMENT STORES 

I SPONSOR: John's Bargain Stores AGENCY: Direct 

I Capsule case history: John's Bargain Stores bought 
WMCA, New York, for its first venture into radio in August, 

f 1956. Schedule was for eighteen 10-minute programs weekly 

I to promote daily specials on towels and linens, nylons, men's 

[ and Women's wear, household furnishings, toys, etc. As with 
many retailers who have never used New York radio, John's 
Bargain Stores had been skeptical, but decided to "give it a 
try." The effectiveness of this 13-week test was immediate 

l and sustained as the announcements brought overwhelming 

I crowds to the store's outlets in the New York area. In 

J Brooklyn, it was necessary to call out the police to direct 

= crowds which were out of hand. John's Bargain Stores 

I were well satisfied with the results and placed a 52-week 

I renewal following the initial run. Today, three years later, 

I the department store is still with WMCA and the budget has 

I been substantially increased. In addition, it now uses other 

1 radio stations in both the New York and Philadelphia areas. 

1 WMCA, New York Programs 
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FOOD 

SPONSOR: Chicken Delight Store AGENCY: Direct 

Capsule case history: To kick off the opening of its 125th 
store in Springfield. Mass.. the Chicken Delight Chain de- 
cided to use radio and in particular WACE. Springfield- 
Holyoke, Mass. The campaign called for two (Jays of con- 
centrated promotion using 24 one- minute announcements 
daily plus two one-hour live broadcasts from the store. The 
campaign hegan at 3 p.m. when Brad Davis of the WACE 
staff hit the air with an offer from Tom Rousseau. Chicken 
Delight vice president, of 50 chicken dinners to the first 50 
persons to call the store. Before the first one-hour broadcast 
was concluded more than 240 persons had called the store, 
and by closing time more than 400 phone calls were received. 
Needless to say, the store owners, Mr. and Mrs. Rondoletto 
and their staff, had a profitable night. In a rush phone call 
to WACE from Rousseau en route to the 126th opening of a 
store in the South he said. "I was most happy with the open- 
ing, rarely have seen such activity even in larger cities. " 

WACE, Springfield, Mass. Announcements and programs 



FURNITURE 

SPONSOR: Gibson Furniture Co. AGENCY: Direct 

Capsule rase history; The Gibsun Co.. Tuscaloosa. Ala., 
had advertised its furniture and appliance lines in news- 
papers, and results were onh fair. It decided to try radio, 
hut wanted a schedule that would give the hest possible ad- 
vantage in terms of programing, audience and selling. The 
answer seemed to he a schedule of participations running for 
six weeks on WJRD's Ilomemahers Festival, a special pro- 
gram featuring hooking, home furni>hing and fashion items. 
Results: During the initial schedule busiuos at Gibson"? has 
increased about 10 r <. and with additional schedule^ has 
sustained itself. L. K. Maze. Gibson's mgr.. attributes the 
success of the advertising to: 1 t Pitch and programing are 
easily integrated. 2) A highly selective audience, with waste 
circulation kept to a minimum. 3i The show, broadcast 
from WJRD's auditorium, attracts a large live audience. 
"No other programing." .Maze said, "could give us this 
kind of results. We feel pinpointing an audience i* vital." 

WJKD. Tuscaloosa Program 



FOOD 

SPONSOR: Southern Maid Doughnut Co. AGENCY: Direct 

Capsule case history: Although doughnut sales usually 
drop in the Shreveport, La., area during the warm season 
because of intense heat, the Southern Maid Doughnut Co. 
has been selling year-round through K-JOE. Doughnut- 
huying is an impulse purchase, says Johnny Jones, sales 
mgr., and it is important to reach the customers while 
they're in their cars. Accordingly, Southern Maid, with 
three pick-up shops on main traffic arteries for commuter 
traffic, times weekly traffic spots on K-JOE to catch the 
home-bound. It uses five announcements daily on the sta- 
tion's Joe Monroe traffic reports: cost is approximately 
31.000 per month. Monroe flies over the city during after- 
noon rush hours reporting traffic conditions. Ad lib copy 
merely suggests a stop for doughnuts, and Jones sa}S he 
"doesn't have to look to know what time it is. because 
people hegin flocking in. asking for 'Joe Monroe doughnuts' 
right after the announcements are aired on the station." 
K-JOE, Shreveport, La. Announcements 



FURNITURE 

SPONSOR: Nebraska City Furniture Co. AGENCY: Direct 

Capsule case history: The .Nebraska Cit\ Furniture Co.. a 
medium-sized retail furniture store located on the Nebraska 
side of the Nebraska-Iowa border, turned to radio to pro- 
mote its liquidation sale. The furniture outlet placed its 
schedule on radio station KF\F. although the facility is 
located in Shenandoah. Iowa -30 miles away and in an- 
other state — because of its area coverage. The liquidation 
sale was a rousing success, and one of the best in the 
stores history. People from numerous communities in 
Nebraska and Iowa came to Nebraska Cit\ for the event. 
'"I want to give credit to radio for the success of my sale, 
because station KFNF was our prime medium of adver- 
tising." satd William Berger. the furniture store's owner. 
"This medium was responsible for sales as distant as 
Clarinda. Iowa, approximately AO miles away/" He added: 
"I am convinced now of the great selling power of the 
medium. We would like to renew our contract for 52 weeks." 

KFNF. Shenandoah, la. Announcements 

(Continued pngr 12) 
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FURNITURE 

SPONSOR: Saunders Home Center AGENCY: Direct 

Capsule case history: Saunders Home Center. Grahill, 
Inch, placed a schedule on WO WO that produced the highest 
sales the store has ever known. Announcements were simple, 
straight hard sell without sound effects or dialogue. In a 
three-week period- -on a total expenditure of only $990.70 
on \\ OWO— the store sold $48,000 in furniture. This highl) 
^uece>sful sale proved 33 !•;»'/ better than any other similar 
period in the store T s history; over $5,000 a week more than 
any other period. Sales slips showed that WOWO attracted 
customers from three states. These results are even more 
significant since Saunders is a furniture dealer in a small 
community of 350. way off the regular highway. Store ap- 
pearance, though it sells well-known and quality merchan- 
dise, is that of a general store. Saunders, himself, has since 
reported, "WOWO increased our business 41% over last 
\ ear's, and last )ear was a record high for 25 years. 
Onl) radio could produce these kind of results for us." 

WOWO, Fort Wayne, Ind. Announcements 
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| GENERAL MERCHANDISE 

= SPONSOR: W. T. Grant Co. AGENCY: Direct 

Capsule case history; A few months ago the W. T. Grant 
; Co., McCook, Nebr., decided to try a package of one-minute 
1 announcements on KXXX, Colby, Kansas, a Farm & Home 
~ Radio station. McCook is located more than SO miles from 
| Colby, has its own radio station and daily newspaper. Grant's 
F discontinued its other advertising during its campaign on 
i KXXX in order to pinpoint the cause of any sales increase. 
For two weeks prior to the KXXX schedule, Grant's had a 
traffic count of 2,193 and 2.043 respectively. During the 
I week the spot schedule ran, the store's traffic count jumped 
~ to 2.842 — an increase of 39%. In addition, Grant's showed 
a 62^ gain in volume over the two weeks prior to the sched- 
■ ule. "Even at this distance and under the fire of local com- 
petition, KXXX was able to outproduce in a way my other 
advertising could not do." stated Grant's John Kelley. "I 
am well pleased with the results of this campaign and ain 
planning to use similar schedules in upcoming promotions/' 
KXXX, Colby, Kans. Announcements 
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FURNITURE 

SPONSOR: Stone Bros. Store AGENCY: Direct 

Capsule case history: A KWKW Spanish-language week- 
end promotion hit the jackpot for the Stone Bros. Store, 
furniture dealers in Los Angeles. The promotion was 
staged from the store over a three-day period and attracted 
an estimated 750 persons to Stone Bros. Normally the 
average number of prospective customers, mostly Latin- 
Americans, visiting the store on a weekend is about 135. 
During the three-day period, the station did 10 hours of re- 
mote broadcasting from the store featuring its top person- 
alities, and this was supplemented by a series of 50 spot 
announcements. Cost of the promotion was under $2,000 
including time, talent and spots. Yet total sales, as reported 
by >tore manager Lou Butle~, amounted to an estimated 
$37,000 as compared to an average weekend total of about 
$7,500. "This weekend promotion by KWKW was highly 
successful.'* Butler told KWKW. "It kept our cash registers 
ringing and we are already planning another promotion. 

KVi K\V, Pasadena Announcements and program 



HOTELS 

SPONSOR: Hotel Sherwyn AGENCY: Direct 

Capsule case history: Receutl), the Sherw\ n Hotel. Pitts- 
burgh, acquired a new manager, J. J. White, and a new 
niaitre d\ J. Cassell. In an effort to boost their wedding 
and reception business, they decided to use one-minute an- 
nouncements in a special two-week promotion on WWSW. 
The schedule: seven one-minute announcements per day. 
Monday through Saturday; they averaged two in the day- 
time, three in the e\ening, two between 3 and 6 a.m. White 
said that, frankly, being newcomers to the city, they were 
skeptical of radio's ability to pull in hotel business of this 
type, but they were willing to give it a try. No other station 
nor other media were used in the promotion. Results: Busi- 
ness almost doubled during that period alone. "Consequent- 
ly," White told the station, "we have decided to continue the 
wedding spots as well as other regular announcements 
throughout the year on WWSW. The station reaches a 
young audience which spends money in the better places." 

WWSW, Pitisburgh Announcements 
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RADIO RESULTS 



HOUSEHOLD FRANCHISES 

SPONSOR: Royal Wax AGENCY: Direct 

Capsule case ftistory; Koyal Wax proved that radio ran 
sell a highly specialized product and line to a mass audience. 
Equally important, it showed that a high-priced line can be 
promoted successfully on radio, hi this case, Ro\al decided 
to sell its floor waxes via franchises to individuals. Each 
franchise cost $700 and Koyal found a big ready market 
on WPOP, Hartford. The firm began with 2d spots per 
week, using an equal budget In other media. The first week 
alone it realized a $37,000 profit, and outdrew other media 
six to one on a dollar basis. Royal then increased the 
schedule to 48 spots per week and finally to 100. Expansion 
of Royal's operation was so successful that it tripled staff 
and office space in a six-week period and at one point had 
to take a one-week hiatus to catch up on sales. Sain Miller, 
of Royal Wax, credits WPOP for 72% of its sales, which 
exceeded $120,000 the first six weeks of its operation. 
"It was one of our most successful campaigns/' Miller said. 

WPOP, Hartford Announcements 
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HOUSES 

SPONSOR: Cross States Construction AGENCY: Scott M. Roberts Inc. 

Capsule case history: 10.000 people hraved a torrential 
downpour on 19 October to attend opening day ceremonies 
at Tangelo Park, near Orlando, Fla., in response to Cross 
States Construction's radio campaign for its new housing 
development. The firm reported sale of all its 98 homes 
that weekend and attributed the success entirely to radio. 
Scott M. Roberts, hie, of St. Petersburg, its promotion di- 
rectors, had purchased 85 announcements on each of 
Orlando's three stations, WLOF, WHOO and WH1V. in a 
pre-opening drive. Saturation was continuous, using 300 spots 
per week to promote Tangelo Park. All spots were taped, 
with a predominantly soft-sell pitch and heavy mood music 
as background. Theme of "Never before so much house 
with so main plus features" was the firm's hardest sell. 
The sponsors thought that the heavy rain would seriously 
hurt the campaign, but the radio impact was so great that 
it didn't deter the thousands who flocked to Tangelo Park. 
WLOF, WHOO and WIIIY, Orlando, Fla. Announcements 



LINOLEUM 

SPONSOR: Acme Floor Finishers, San Antonio, Texas AGENCY: Direct 

Capsule rase history; Acme Floor Finisher- of San \n- 
tonio, Texas is a large-sized retail vendor of floor covering* 
of almost even description and t\pe. Although long a news- 
paper-only advertiser, co-owner Paul l)u IWe was final l\ 
persuaded to test radio's effect i\ enes* as a traffic -puller for 
Acme Floor Finishers. 'I he retail outlet decided on substan- 
tial trial, and purchased 36 one-minute announcements on 
KONO radio spread o\er a period of six da\>. The e\ent 
was Acme s '"Annual Linoleum \\ arehou>e Clearance." "The 
results started coming in immediately," said l)u Bo;>e. "Even 
after the schedule had run its course we continued getting 
phone calls and orders." Following the KONO schedule. 
Acme ran two quarter-page newspaper display ads promoting 
the identical sale— in both San Antonio newspapers plu> 
a week's run of 2x2 classified ads. I)u Bose estimates 
KONO radio outpulled both papers by oO'r. "We ll continue 
to use KONO radio for promotional advertising." he said. 

KONO, San Anionio Announcement* 

RESTAURANTS 

SPONSOR: Bimbo's Drive-in Restaurant AGENCY: Direct 

Capsule rase history; Bimbo's l)i i\eln Kestamant de- 
cided to advertise on WDGY, .Minneapolis, for its grand 
opening. Bimbo s is located in Anoka, a small community 
about 20 miles north of Alinnenpolis-St. Paul. 'I be restau- 
rant bought 30 one-minute announcements from Thursday 
through Sunda\. Included in the content of the commercial 
was the fact that d.j. Dan Daniel, "The Tall Thin Texan/' 
would be at the place 7-9 p.m. Friday. Besult: Bimbo's oper- 
ated at capacit\ business not onh during the boms of the 
personal appearance, but throughout the entire e\ening. 
Business amounted to $400 a large sum for a place this M/e 
in one evening. But e\en more important to the restaurant 
the first evening was Bimbo's immediate recognition by the 
people of Anoka and surrounding communities due to it- 
schedule on WDGY. The momentum of the opening, the 
manager reported, helped to make Bimbo's Drive-In a 
ver\ successful operation within a -diort period of time. 

WDGY. Minneapolis \nnonm-cineiiN 

(Continued page II) 
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RADIO RESULTS 



RESTAURANTS 

SPONSOR: Pub Restaurant AGENCY: Direct 

Capsule case history: The Pub Restaurant had been using 
WSKP, Miami, off and on for over two years. Their first 
schedule came three weeks after WSKP went on the air in 
1957* At that time George Bacher, restaurateur and part 
owner of the Pub restaurant, sold out and purchased another 
establishment, and WSKP advertising was cut. In the 
spring of 1959, Bacher returned and bought out the Pub 
Restaurant and at the same time purchased a schedule of 
41 15-second announcements a week on WSKP. Results 
were so good that shortly after Bacher doubled his schedule 
using 30-second announcements. Cost to Bacher was $180 
per week. Bacher reported that "business for the summer 
of 1959 is about 100% higher than the same period last 
year/' Approximately 90% of all Bacher's advertising dol- 
lars is spent on WSKP. He feels that his success has been 
mainly due to the quality programing and the high-income 
group that listens regularly to WSKP in the Miami area. 



WSKP, Miami 



Announcements 



SEWING MACHINES 

SPONSOR: Singer Sewing Machines AGENCY: Direct 

Capsule case history: A few weeks ago, the area manager 
for Singer Sewing Machine Co. stopped at KXXX, Colby, 
Kan., and purchased a three-day spot schedule for one of 
his stores within the station's coverage area. Results were 
almost immediate. The day after the campaign started, the 
store sold $5,000 worth of sewing machines and assorted 
appliances. In analyzing the results, the store manager re- 
ported that in answer to the question he put to each cus- 
tomer, "How did you know about this sale?" 75% of all the 
store traffic indicated KXXX. "If it had not been for the 
area coverage which KXXX delivered, the sale would have 
been only half as successful.'" reported the store manager, 
the farm and home station does, we didn't feel we had a 
"And since newspapers cannot deliver the penetration that 
choice.'' The sewing machine company has subsequently 
purchased additional schedules and has shown compar- 
able results to the initial campaign over a sustained period. 

KXXX, Colby, Kansas Announcement* 



SEWING MACHINES 

SPONSOR: Atlas Sewing Center AGENCY: Direct 

Capsule case history: The Atlas Sewing Machine Center, 
Mobile, decided to try radio in its market. Up until that 
time only newspapers had been used. Atlas placed a test 
;*chedule on WMOZ. Mobile, for one week ; the schedule 
consisted mostly of 60-second announcements during after- 
noon slots. Copy pitched both the Atlas sewing machines 
and vacuum cleaners. No special inducement was offered. 
Reaction to the schedule was immediate: Atlas received 
some 500 phone calls and over 500 letters in a week's 
time. These prospects were followed up by the Atlas sales- 
men and 40% of the leads purchased either sewing machines 
or vacuum cleaners. Atlas is now using schedules on a 
regular basis on the station and Frank J. Pellegrino, Atlas 
Sewing Machine manager, reported: "WMOZ has been a 
completely successful medium for us and has consistently 
supplied our sales force with good prospects. Such cam- 
paigns have become an integral part of our business." 

WMOZ, Mobile 



SHOES 

SPONSOR: Mary Jane Shoes AGENCY; Direct 

Capsule case history: Mary Jane Shoes, a branch of the 
John lrvin Shoe Co. of Boston, recently opened up in Wins- 
ton-Salem. North Carolina. It was decided that the only 
advertising medium to be used would he radio. The com- 
pany's choice was WAAA. Initial campaign called for 30 
spots per week scheduled throughout the day. The minute an- 
nouncements were to be read live by the WAAA disk jock- 
ejs. Results came very soon. Traffic in the store was ex- 
tremely heavy and customers mentioned hearing the various 
"specials" plugged on WAAA. Shoppers came from commu- 
nities such as Greensboro. High Point, Lexington and 
Thomasville. One w T eek. while the radio station was pitching 
the store, they had a $13,000 take. The home office in Bos- 
ton gave all credit for the store's extraordinary success to 
WAAA as they used no other advertising in the market. 
Disk jockeys Bob Roundtree, Oscar Alexander and Larry 
Williams ad-libbed, which gave the spots additional impact. 



Announcements WAAA, Winston-Salem, N. C. 



Announcements 
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SPECIALTY SHOPS 

SPONSOR: Ethel George AGENCY: Direct 

Capsule case history: Ethel George, a San Francisco corset 
stylist, turned to radio after many years of newspaper 
advertising. The owner and operator of a medium-sized 
corset specialty shop, with a modest budget, Mrs. George 
must do her media buying with a high degree of prudence, 
and make every advertising dollar count. Recently, Mrs. 
George purchased several participations in Emily Barton and 
Floyd Buick on KFRC — a program that has a large follow- 
ing among women in the San Francisco Bay Area. The show 
is programed across the board from 11 to 11:30 a.m. In a 
letter to Emily Barton, Mrs. George stated: "No advertising 
in the San Francisco papers can compare with what your 
commercials have done for nie. KFRC has brought me many 
new customers who. in turn, tell their friends what they hear 
on your program. A few participations at only $40 each 
outpulled the San Francisco newspaper advertisements, 
costing from three to six times as much. "Radio's sold me." 
KFRC, San Francisco Panicipatrons 
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SUPERMARKETS 

SPONSOR: Seven-Eleven Food Stores AGENCY: Direct 

Capsule case history: The Seven-Eleven Food Stores, a 
supermarket chain operating in Monroe and West Monroe, 
La., periodically runs special children's shows, in which 
movies are shown and various advertising and promotional 
matter of the stores are exhibited. In the experience of 
Seven-Eleven, the success of these promotions can be directly 
correlated to the sales results . of various items, not to 
mention good will and the building of future loyal customers. 
On 25 November, the chain presented its "Seven-Eleven's 
Kiddy Show" at a local theater. The food stores purchased 
a schedule on KNOE, Monroe to announce and draw audi- 
ence to the event — no other form of advertising and no 
other station was used. On the morning of the show, a 
record 1,000 youngsters stormed the theater to see the 
movies. "I have known for years that our radio advertising 
was effective, but I've never had it brought home so clearly." 
commented H. R. Brausuell, ad manager of the food chain. 

KNOE, Monroe, La. Announcement 



SUPERMARKETS 

SPONSOR: Shell City AGENCY: Henry Quedneau 

Capsule case history: Shell City. Miami, world's largest 
supermarket, bought two one-minute announcements and 
four l.D.'s per hour and remote broadcast all da) Sundays 
from WAME. This was their only radio buy. with one de- 
partment being highlighted. Original buy was for 13 weeks. 
Now in its second renewal, Shell City reports a 300% in- 
crease in sales in featured departments and substantial sales 
increases on all special items used on the air. Shell city 
manager Lou Buzzell says, "This is the most productive ad- 
vertising money we ever spent.'* Future plans call for an 
expansion 1>\ Shell City into broader coverage through the 
week. Buzzell particularly likes the way WAMEV disk 
jockeys, Bruce Bradley. Ted Clarke, Sid Knight and Pete 
Connors handled the in-store broadcast. At pre>ent, the 
Quedneau Advertising Agency. WAME and Shell City are 
conferring with regard to expanding the radio schedule for 
the coming year, to give wide scope to their advertising. 

iami Program 



TRAVEL 

SPONSOR: Province of Ontario AGENCY: The F. H. Hayhurst Co. t Limited 
Capsule case history: A Canadian province promoting 
vacations found that radio furnished the most leads at the 
lowest costs. The province of Ontario embarked on a multi- 
market radio campaign urging listeners to "Vacation in 

I Ontario." The schedule ran in 48 United States markets 
from April, 1959 through May, 1959. Stations were used in 

- major markets in Indiana, Illinois, Ohio, North Dakota, New 
York, Pennsj lvania, Wisconsin, .Michigan, Minnesota and 
West Virginia. The F. H. Hayhurst Co.. Limited, of Toronto, 
Canada, agency for the province, was extremely gratified 
with the results obtained In WSAX. Allentown. The station's 
cost-per-inquiry (37£) was lowest in all the Pennsylvania 
markets of Pittsburgh. Philadelphia, Wilkes- Barre and Al- 
lentown, and next lowest in the country, although almost all 
stations used produced highly creditable results. The ex- 
cellent response to Toronto's radio advertising has been dupli- 
cated by other travel advertisers using similar campaigns. 

WS.AN, Alleniown, Pa. Announcrmen]- 
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The space for this message is donated by this publication 
in cooperation with The Advertising Council. 



She 

was 
not 
alone 




Sudden illness, especially mental, often disrupts a family. 
With the Vasquezes it brought them closer together. 



If you had wanted to get in touch with Eva Vasquez 
three years ago, you would have had to travel some 
two hundred miles from her home on the outskirts of 
Bakersfield, California, to Modesto State Hospital for 
the mentally ill. 

She was hospitalized there because she was tired of 
living and tried dying. Withdrawal, they called it, from 
reality. 

The communists could 
have made quite a thing 
out of her story if they had 
known it. 

What about "all men are 
created equal"? they might 

have asked. What about Clean> neat but cramped( the 

"unalienable rights'? * Vasquez home is located in a 

mixed Mexican-Negro commu- 
Hereshewas: Eva. Born nity near Bakersfield, California. 




a Mexican, another victim of pride, prejudice and pov- 
erty. Knowing no love in her own home, she eseaped 
into marriage at sixteen. 

Now, at twenty-nine, she was the wife of Juan Vas- 
quez, mother of seven children and pregnant again. 

Because of reeurring bouts of illness, finally diag- 
nosed at Kern General as malnutrition, Juan was only 
intermittently employed. Came cotton time, the whole 
family took to the fields— usually earning a total of $7.50 
a day. 

Worry over her negleeted children and Juan led to 
Eva s breakdown. The feeling that she, alone, was faced 
with these problems only exaggerated her anxiety. 

It turned out she was not alone. And that's where the 
Russian seript ends and the American story begins. 

During Mrs. Vasquez's hospitalization the family re- 
ceived relief and the children were provided milk by 



SFONSOR • 26 DECEMBER 1959 



a local school nurse. Juan was encouraged to studv En<*- 
lish in night school in hopes of finding a better job. To 
practice English he read comic hooks and watched TV 
in the two-room cabin he shared with the children. 

One dav, and then again, he saw a TV message 
sponsored by The Advertising Council, urging people 
to send for a booklet entitled "How to Deal With Your 
Tensions," published by The National Association for 
Mental Health. Free. 

He sent away for it and spent the next two months 
laboriously translating it with the aid of his comic books 
and a Spanish-American dictionary. 

Among other things, he learned that Eva was not 
alone in her afllietion. One in ten Americans suffers from 
mental illness. And 80% of those hospitalized, in the 
words of Dr. William Mcnningcr, "could be out if 
enough of us cared/' 

The Advertising Council cared to the point of cour- 
ageously sponsoring the Mental Health program dur- 
ing 1958 and 1959. Through the combined volunteer 
services and facilities of American business, advertising 

o 

agencies, publishers, broadcasting stations, networks, 
outdoor and transit advertising companies, millions of 
dollars have been spent bringing that message to mil- 
lions of people, more than 1,300,000 of whom have writ- 
ten in for the pamphlet. 

People like Juan Vasquez, for instance, who eared 
enough to translate it painstakingly and sensitively, so 
that his wife would believe and understand and be re- 




Although Juan translated perfectly, his wife wasn't always 
sure he was giving her an exact interpretation. 



stored to her family, rehabilitated. That happened on 
July 7, 1958. 

The Mental Health campaign was supported by The 
Advertising Council because mental illness is "the mini- 
ber one disease of the country." And the Council is com- 
mitted to making ours a stronger nation. Stronger in 

o o o 

human and natural resources. 

Through public service campaigns— adding up to 170 
million dollars of voluntary support during 1959 alone— 
our country was bulwarked in many ways. 

Through saving lives on the highwavs. Preventing 
forest fires. Fighting for better schools. Selling savings 
bonds, and helping our friends and allies abroad, 

Not bv standing still, certainly, nor plaving it solo. 

Rather, by people working together in the common 
cause of insuring our "'health, wealth and happiness." 



THE ADVERTISING COUNCIL . . . for public service 

// you would like to know more about this icork. this magazine ** ! ^P I T^ 
suggests you write to The Advertising Council for a free booklet, ? ff^Jw •" 
25 West 45th Street, Xew York 36, Xew York ^j^P 



The Advertising Council, supporting these and many other public service causes 
with men, materials and money contributed by American business, helps solve 
more problems and serve more people than any other single private institution: 

AID TO HIGHER EDUCATION • BETTER SCHOOLS • CONFIDENCE IN A GROWING AMERICA 
CRUSADE FOR FREEDOM • FOREST FIRE PREVENTION • MENTAL HEALTH • NATO • RED CROSS 
REGISTER, VOTE AND CONTRIBUTE • RELIGION IN AMERICAN LIFE • RELIGIOUS OVERSEAS AID 
STAMP OUT PARALYTIC POLIO • STOP ACCIDENTS • UNITED COMMUNITY CAMPAIGNS 

U.S. SAVINGS BONDS • UNITED NATIONS 
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AGENCIES & ADVERTISERS 

{Continued from page 33) 

Ridgway-Hirsch. St. Louis, from 
Ridgwa\ agency and Hirsch, Tamm 
& Ullman. . . . Yardis Adv., Philadel- 
phia, with Edward Robinson Adv. . . . 
Adams & Ke\es from Burke. Dowling. 
Adams and St. Georges Keyes. with 
S16 million combined billing serviced 
in New York. Chicago and Los An- 
geles. . . . Sanger-Funnell. New York, 
and McClellan Adv.. Massapequa. L. 
I., with billing of $2 million. 

Acquisitions : John W. Forney, 
Inc.. Minneapolis, acquired the Min- 
neapolis office of Bruce B. Brewer & 



Co. for a total of $4 million billing. 
. . . And Fuller & Smith & Ross, after 
acquiring Tromberger, LaVene, Mc- 
Kenzie, Los Angeles, reported com- 
bined billing of S50 million. . . . W. 
S. Walker, now a division of Erwin, 
Wasey, Ruthrauff & Ryan. 

Arrangements: Anderson & 
Cairns, New York, with Botsford, 
Constantine & Gardner, Los Angeles, 
with reciprocal service between East 
and West Coasts. . . . Meldrum & 
Fewsmith, Cleveland, with Si 2 mil- 
lion billing, and Barnes Chase Co., 
San Diego, with $3 million. 

There were new ad agencies 
aplenty, too, organized to fill the de- 



mand for more and better agency 
services. Among them : Swan & 
Mason Adv., New York. . . . Jack W. 
Runyon & Co., San Francisco. . . . 
Arkwright Adv., New York. . . . Otero 
& Winters, Los Angeles. . . . Adler, 
Peer & Assoc., Las Vegas, . . . Rich, 
Bryan & Curtis, New York. . . . J. H. 
Altman & Co., Detroit. . . . Gumpertz, 
Bentley & Dolan, Los Angeles. . . . 
Time for Advertising, New York. . . . 
Beindorff, Bender & Clark. Ft. Wayne, 
hid. . . . Gerald F. Selinger Co., sub- 
urban Philadelphia. . . . Evans Young 
WyatU Dallas. 

And Paper & Free Inc., New York. 
. . . Agency Media Services Adv., 
New York. . . . Katzif-George-Wem- 
hoener. St. Louis. . . . Hill & Lincoln, 
Miami. . . . Drake Adv., Chicago. . . . 
Rogers & Collins, Baltimore. . . . Wi 11- 
marth McCafrey & Co.. New York. 
. . . Bennett & Chase, New York. . . . 
Lone Vineis White, Inc., Morristown, 
N. J. . . . Grabin-Shaw Adv., Milwau- 
kee. 

Shifting accounts: Biggest move 
of the year was the return to J. Wal- 
ter Thompson of the $12 million of 
RCA's business which had been at 
Kenyon & Eckhardt. JWT also re- 
trieved the $7 million Chase & San- 
born account from Compton. In the 
RCA shuffle, Kudner got the $3 mil- 
lion Sylvania business Thompson had 
to dispose of. This, along with the 
radio/tv portion of the $4 million 
Renault account which it won from 
Needham. Louis & Brorby, gave Kud- 
ner a big perk-up (it lost Buick to 
McCann-Erickson last year in 1958's 
biggest account shift) . Other sig- 
nificant moves: Cluett, Peabody's 
$4.5 million from Y&R to Lennen & 
New T ell and, conversely, American 
Airlines' $9 million from L&N to 
Y&R; Johns-Manville's $2 million 
plus from JWT to Cunningham & 
Walsh; Whitehall's Dristan business 
to Tatham-Laird (coup de grace to 
the Bryan Houston shop which earlier 
lost Nescafe to McCann-Erickson) . 

Broadcast business up: The 30 
members in the National Advertising 
Agency Network reported, for the 
first time, that their combined invest- 
ment in radio and tv topped money 
spent in all other media. The fig- 
ures: In 195o. the group spent $10.3 
million in broadcast; $10.1 million, 
business paper: $6.3 million, general 
magazines and farm papers; $5.7 mil- 
lion, newspapers; $1.4 million, out- 
door and transportation; $1.5 mil- 
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lion, catalogues, directories, misc. 

Dolkir source: New York agen- 
cies accounted for 57. 2'c of all radio 
spot dollars invested and for 63.4' < 
of those put into spot tv. Chicago 
contributed 20.7'/ of radio. \9iY '< 
of tv. Thus these two top markets 
were originating points for almost 
85% of all national spot tv buys 
made b\ agencies, for HO' \ of the 
radio ones. 

Biggest buyers: The top 10 agen- 
cy buyers of network time in '59 were 
just about the same as the top 10 for 
the previous >ear. Ted Rates invested 
the biggest chunk — $52.3 million — in 
net tv, followed b\ J. Walter Thomp- 
son, $49.8: Y&R. $19.1; Benton & 
Bowles. $36.15: BBDO. $35.0: DFS. 
$32.2; McCann-Erickson. $27.6; Leo 
Burnett. $24.8: Est}. $17.0: Compton, 
$15.1 — all millions, of course. 

Biggest spenders: The same fa- 
miliar names dominated the list of 
top television spender.- as in 1958. 
with these trends apparent : ( 1) Lead- 
ing advertisers were spending more 
money in television. The top five, for 
example, averaged a total of $64 mil- 
lion per quarter as opposed to $51 
million last year. (2) Not onh are 
big advertisers spending more, but 
more advertisers are using t\. as il- 
lustrated by the fact that through the 
third quarter of 1959 the number of 
advertisers using network tv exceeded 
by 10 the 1958 total of 262. The 
number of spot users appears well up 
over the 1.341 of 1958. 

According to TvB. here is how the 
top tv advertisers stood at the end of 
third quarter 1959 (with total 1958 
expenditures in parentheses) : Proc- 
ter & Gamble. $72,639,411 ($84,471.- 
710) ; Lever Bros., $36,900,073 ($38.- 
537,230) ; Colgate-Palmolive. $28.- 
549,617 ($33,855.9901 ; General 
Foods, $26,527,316 ($31,753,900); 
American Home Products. $27,617,- 
314 ($27,783,360); General Motors. 
$15,992,132 ($22,115,100); Bristol- 
Myers, $14,099,911 < $18.918,690 1 : 
R. J. Reynolds. $16,217,071 ($18.- 
436.170) ;* Gillette. $11,578,566 ($18.- 
076.740) ; Brown & Williamson. $12.- 
468.601 ($17,661,000). 

A healthy bidder for Top 10 
status in 1959 was Lestoil. Inc. (sub- 
sidiary of Adell Chemical, Holyoke, 
Mass.). The company average $4.5 
million in spot tv in each quarter of 
the first nine months. If Lestoil makes 



it and indication.** are that it will 
it marks the first time an advertiser 
has entered the golden circ le mi the 
crest of >pot tv alone. Doubtless. 
1960 will see nunc advertisers relying 
on individual market saturation tech- 
niques. 

Advertisers who in\e>ted heavih 
in spot radio according to K \B-esli- 
mated six month expenditures: Ford. 
$3,250,000; Liggett & Myers. $2,500.- 
000: R. J. Reynolds. $2,100,000: 
General Motors/ $2,200,000: Chns- 



ler. $2,125,000; Lorillard. $ 1.500.- 
000: \nierican Tobacco. $1 . 150.000: 
AnhciHcr-lhw-h. si. 300.000: Schlitz. 
$1,275,000: Thomu- Lerming. $L- 
250.000. 

Killing ratio: Major agencies fig- 
ure the ratio of billing* to employee^ 
at about $100,000 to one pei>on. But 
Ted Bales, because of it> concentra- 
tion in onh two office* New \ ork 
and L. \. estimated it> per-person 
billing at $125,000. 

I Please turn to page 51) 




YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 
IF YOU DON'T USE 
K0LN-TV! 



□BCIDmeex 



Dl 
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Thit It L'ncoln-Lond — KOlN-TV's NCSlW HWtH 

No. 3. Figures show percentage! of TV 

homoi reoched weekly, doy or night B2J^3C3 
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1957 1958 
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W170 TV _ CIA^D tA^lOS KAlAMAiOO 

wijo tAOO— kalamaioo *Ami Ota 

Wilf tAOO— CI AND (ArM» 
Wit* FM — GlANO IaW5" *ALAMAJ00 
WWTV — CAOHLAC, MrOflCAN 
IOW TV— LINCOLN NIUASAA 




Nebraska lias iwo hip lelevision inarkcls. 
They are bolli pood markets, but therms 
a big difference in tbc tray they are 
covered! 

One market — in tbe extreme Kast is 
well-served by three lop TV slalions. 
making it lough lo reach a high pereenl- 
n^c «f lhe viewers economically. 

The oilier — Lincoln-Land — is realh 
covered by Jusl one lop TV station — 
KOL.VTVI And lhe area rmilaius more 
than HALF lhe Inning power of lhe 
entire slaie. 

Ask Averv-Knodel for all lhe fan* on 
KOLX-TV "lhe Official liasie CMS Oul- 
lei for Sotilh Ontral .Nebraska and 
Northern Kuusus. 



KOLNTV 

CHANNEL 10 • 3U,0O0 WATTS • 1000-fT. TOWtl 
COVUS UNC04N-LAND — NUIASKA'S OTHH §10 MAItOT 

A*WfCAO^*J, Inc., fxdvtrV* NfttOAO. l«pf««itUKf»»l 
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6 a.m. to 6 p.m. 
... as compiled by 

PULSE 

for 

SAN ANTONIO 

SEPTEMBER, 1959 

and FIRST in 
HOOPER, too! 

morning and afternoon 

REPRESENTATIVE: 

KATZ AGENCY 

5000 Watts • 860 KC 





O N 


X>1 


JACK ROTH, Mgr. ACK&O 
SAN ANTONIO, TEXAS 



National and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Chesebrough- Pond's, Inc., New York: Eight-week placements 
start 4 January in 50-60 markets for Pertussin. Day and night min- 
utes are heing set, frequencies varying. Buyer: Genevieve Schuhert. 
Agency: Compton Adv., New York. 

Lever Bros. Co., New York: Kicking of! a campaign in January in 
27 top markets for Stripe toothpaste. Most schedules are for 13 
weeks, with da> and night minutes and 20"s. Buyer: Dick Nybord. 
Agency: J. Walter Thompson Co.. New York. 

Colgate-Palmolive Co., New York: Schedules for Fab start 1 
January in about 10 markets. Day and night minutes are being used- 
Buyer: Russ Barry. Agency: Ted Bates & Co.. New York. 
Standard Brands, Inc., New York: Buying schedules in the top 
markets for Hunt Club dog food. Fleischmann's and Blue Bonnet 
margarines. Runs arc for 13-52 weeks, depending on market; day- 
night minutes and chainbreaks. Buyers: Conant Sawyer and Bob 
Decker. Agency: Ted Bates & Co.. New York. 

Continental Wax Corp., Alt. Vernon. N. Y.: With a big budget 
set for tv in 1960. Six-Month Floor Wax goes into a number of top 
markets with heavy frequencies beginning in January. Minutes, 20's 
and I.D.'s arc being scheduled. Buyer: Doris Gould. Agency : 
Product Services. Inc.. New York. 

Ex-Lax, Inc., Brooklyn: Following its usual pattern, Ex-Lax sched- 
ules are being lined up for a late January start in 15 top markets. 
Placements are for 13 weeks using minutes, 20's and I.D.'s. Fre- 
quency is about five per week per market. Buyer: Jim Kearns. 
Agenc) : Warwick & Legler, New York. 

Procter & Gamble Co., Cincinnati: Adding announcements for 
Mr. Clean in markets east of the Mississippi. About 10 spots per 
week are being used. John Singleton buys at Tatham-Laird, Chicago. 
Also, through Leo Burnett, Chicago, P&G's Foods Products Div. is 
buying to reach kid and family audiences for Jiff peanut butter. 
Schedules start early January, approximately the same budgets and 
same markets as Jiff's fall campaign. The buyer is Wally Bregman. 

RADIO BUYS 

Continental Baking Co., Inc., Rye. N. Y.: Planning a campaign 
in major markets for Profile Bread for eight weeks. Day minute 
schedules start 4 January, frequencies varying. Buyers: Terry Sea- 
strom and Art Goldstein. Agency: Ted Bates & Co.. New York. 
Standard Brands, Inc., New York: An eight-week campaign starts 
4 January for Siesta instant coffee in a number of top markets. Day 
and traffic minutes, personality spots and news adjacencies are being 
set. Buyer: Conant Sawyer. Agency: Ted Bates & Co.. New York. 
Liggett & Myers Tobacco Co., New York: New activity on Chester- 
field begins early January in about 54 markets. Placement is for day 
and traffic minutes, 20's and 10's. Frequency: 15 to 50 per week, de- 
pending on market. Buyer: Ginny Conway: McCann-Erickson. N. Y. 
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RADIO 




There's good listening for everyone on WWJ! 
No special group is favored. 

No special group is left out. 



At 9-5-O y housewives, breadwinners, teenagers, 
senior citizens all get their share 
of pleasure and information from 
WWJ's popular and classical music, 

complete and reliable news, sports, weather, 
drama and special features. 



Advertisers, too, benefit from this broad 

gauge concept — find if perfectly planned for 
moving merchandise in the nation's Fifth Market. 





TOTAL RADIO for the TOTAL POPULATION 

So good for sales! So try it! 



m m m m m m U AM and FM 

W VV «J RADIO 

Detroit's Basic Radio Station 
NBC Affiliate 



NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. OWNED AND OPERATED BY THE DETROIT NEWS 
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As rural coverage becomes more important, SPONSOR ASKS: 



What effect has tv had 



on farm areas? 



The main growth in television to- 
day is in farm areas. These station 
men discuss tv's penetration, how 
ad men can best use this market 

Thad M.Sandstrom, general manager, 
IT'l BIT & iriBir-T) , Topeka 

Television has affected farmers 
about like it affects other Americans. 
They watch it and the) like it. Basic- 
all), we find the fanner in our part of 
the country likes the same programs 
on television as do the people who 
live in metropolitan areas of the Mid- 
west. Generally speaking, situation 
comedies do a little better than aver- 
age, but westerns like Gunsmoke and 
Have Gun, Will Travel are as popu- 
lar here as they a re in t he ma j or 
metropolitan cities of the East. 

Television provides the farmer with 
entertainment and information he has 
never had available hefore. Like his 
city counterpart, has cut down on his 
movie attendance and he no longer 
attends meetings a*s he once did. 

Television has created to some de- 
gree a tendency for farmers to stay 
up a little later, hut on the other 
hand, fanners also get up later in the 
morning now — largely because of the 
tremendous strides in mechanizing 
farm work. We find that basically 
farmers like to watch television dur- 
ing the prime evening hours. The 



Basically 
our farmers 
like to watch 
tv during 
prime hours 



10 p.m. news, weather, and sports 
strip is a ritual with most farmers. 
Generally speaking, we feel farmers 
are poor watchers of late movies. 

While the farmer is still basically 
a radio listener in the early morn- 
ing hours, there is an increasing 
tendency by farmers to watch televi- 
sion not only in the early morning, 




but also during the noon hour when 
WIBW-TV currently presents markets 
and weather information specifically 
aimed at the farm viewer. 

Farm homes in our area are gen- 
erally ahead of schedule on owner- 
ship of tv sets. The farmer is prosper- 
ous and he will spend money for a 
good set and a good antenna to bring 
in stations when he is located a long 
distance from transmitters. At farm 
meetings, tv is a topic of conversation 
just like it is at city meetings. 

One definite effect that has been 
felt as a result of television is that the 
farmer no longer attends nighttime 
meetings as he used to. W1BW 
Farm Directors Wilbur Levering and 
Charles Ross tell me that whenever 
attendance is small at extension and 
farm organization meetings held dur- 
ing evening hours, television comes 
in for a large share of the blame. 

When it comes to television, the 
farmer is like anyone else. He likes 
good entertainment and he has money 
to spend for the products he sees ad 
vertised on television. The farmer of 
today is an educated, well -trained 
business man. He has to be to stay 
in business. His tastes in automobiles, 
clothing, foods, and other consumer 
products is probably higher than that 
for average city people. The farmer 
is a friend of television and it is our 
job to make television a friend of the 
farmer. 

Evans Nord, general manager, KELO* 
T}\ Sioux Falls, S. D. 

Television is making important 
and far-reaching changes in the lives 
of farmers in this area. It ranks high 
among such important factors as 
rural electrification, good farm-to- 
market roads, and modern machinery 
and technology, which make today's 
farmer a prosperous, well-informed 
member of the community who drives 
a new car, sends his children to col- 
lege and knows as much about the 
Eisenhower trip to India as do his 
city neighbors. 

The regular television advertiser, 



using the same program and spot ad- 
jacencies which reach the city dweller 
and his wife, is also selling the farm- 
er and his wife, w ho shop in the same 
stores, and enjoy the same appliances 
and luxuries in their home as their 
city cousins. In addition, the farm 
family has need of specific types of 
informational programing. These 
needs are met by shows specifically 



Farm family 
viewing here 
averages 8 hrs. 
25 minutes 




daily 



directed to the farmer, such as weath- 
er, markets and farm news. Using 
these programs and spots adjacent 
to them, an advertiser can select a 
predominantly farm audience. This 
selective time is primarily noon hour 
and early evening. Prior to the start 
of telecasting bv KELO-TV and 
boosters KDLO-TV and KPLO-TV. 
farmers in this area were not ex- 
posed to anywhere near the present 
volume of advertising. There was no 
single medium of advertising which 
could reach the great majority of 
them at once. The impact of this 
great influx of tv advertising, both 
'local and national, has had a great 
effect on the farmers of this area and 
their buying habits. 

Their overwhelming response to tv 
can be seen in the dramatic growth 
of set saturation at a rate unequalled 
anywhere else, and the outstanding 
success enjoyed by farm advertisers 
such as Keystone Steel and Wire Co.. 
J. I. Case, Ralston-Purina, Zip Feeds. 
Pioneer Hybred and many others. 
Another indication is the tremendous 
growth, both in volume and area 
served, of the Sioux Falls Public 
Stockyards, an early and consistent 
user of tv. 

Farmers are heavy viewers of tv, 
just as they are heavy consumers of 
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main products. A recent survej of 
15,612 farmers in our tv coverage 
area revealed that the farm famih's 
viewing da\ averages eight hours and 
25 minutes. A vote taken by Pioneer 
Hybred Seed Corn Co. among its 
farmer salesmen to choose the most 
effective advertising medium for 
them, showed tv as the overwhelming 
favorite. The impact of tv on the 
farmers of KELO-LAND, because of 
their special needs and habits has 
been even more spectacular than the 
very great impact on all people gen- 
erally. Both from the point of tiew 
of coverage and effectiveness it is the 
most powerful selling medium ever 
unleashed in this part of the country. 

James AgOStiflO, general manager, 
KXLY-TV \ Spokane, Washington 

As television has grown so has the 
modern agriculturist of the vast farm 
areas of the country. Within our own 
coverage area is one of the most ex- 
pansive farm regions in the world — 
Rig Bend Countr). the Palouse Coun- 
try and the Okangon and Metbow 
Valleys. 

The Inland Empire farmer has one 
of the highest standards of living in 
the world, which is reflected in the 
completely modernized fanning meth- 
ods employed in the Inland Empire. 
Television has opened the door for 
modern farmers: toda\ they relax 
and enjoy the same entertainment as 
that of modern city dwellers. Tele- 
vision has become an important 
entertainer, informer and educator. 

As a result, and because of the in- 
herent nature of grain crops, the 
fanner is able to dedicate large 
amounts of time to viewing television, 
thereby whetting his appetite for the 
products advertised and the luxuries 
of life so casually displayed in our 
dynamic medium. Farming has be- 



Industralization 
allows farmers' 
to watch 
tv as much 
as city viewer 



come so highly industrialized that our 
regional fanners are able to spend 
six months even \ear li\ing in the 
city, traveling, or enjoying the many 
luxuries of life and recreational ac- 
tivities that abound in the I nland 
(Please turn to page 65) 




A ii €>n t i of t Tint <> tin yors! 

Your Clients get Plenty 

PAYOLA 

JVitoii you buy Uudio MIA HALL 



1st. 



2nd. 



3rd. 



4th. 



5th. 



.... Raliall's fine management has established 
and maintained loyal audience respect through 
the years. And Top Personalities do a loyal 
audience selling job for your clients' products. 

.... Rahall stations do a Full Coverage of the 
"area" . . . saturating the whole metropolitan 
market. Programming is tailor-made to the inter- 
ests and tastes of the area. 

.... Radio Rahall is Top Rated HOOPER and 
PULSE stations . . . not now and then . . . but 
month in and month out, with top ratings. Reason 
why most national advertisers use Rahall. 

.... Radio Rahall makes your ad budget work 
harder . . . with .Merchandising Sale Aids. Ask 
about our popular "point of sale"* help that 
moves products from the store to consumer. 

.... with Radio Rahall "the Price is Right." 
Xo "gimmicks" . . . just plain and simple proven 
sale results, the basis of any cost. Your clients 
get plenty PAYOLA when you buy time with any 
Rahall station. 



Get the Facts from the "WEED" Man! 



Top Rated HOOPER-PULSE ItMl XI L Stations 

WKAP WLCY 



ALLENTOWN, PA. 

WWNR 

BECKLEY, W. VA. 

Joe Rahall, President 



ST. PETERSBURG, FLA. 

WNAR 

NORRISTOWN, PA. 

"Oggie" Davies, Gen. Manager 
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/AGENCIES & ADVERTISERS 

{Continued from page 19) 

Small profits: Despite gigantic 
hilling? in advertising and in many 
agencies, profit* are slimming down 
e\er\ \ ear according to Fred Gamble, 
president of the American Assn. of 
Ad\ertising Agencies. Agency profit 
in "58. he said, dropped to 3.23' r of 
gross income compared with 4.11/ J 
in '57. Profit has been on the decline 
since the peak \ear of 1944, when the 
margin on gro^s income (the total of 
media commissions and the agency's 
own charges and fees) reached 
7.03' i . The drop-off runs counter to 
the growth in advertising placement, 
with national ad volume climbing 
from $2.97 billion in 1949 to an esti- 
mated $6.33 hilling for 1958. 

Picking winners: This past fall 
season it seems Ted Bates and JWT 
did unusually well in calling shots on 
popular-appeal shows. Bates bagged 
four in the top 10. JWT. three; with 
one each for R&B. Esty. DFS. Y&R. 

Analysis of the top 40 programs in 
the same November report (Nielsen) 
from which these totals were taken 
indicates Bates had 10 shows; JWT. 
eight ; B&B. seven ; Esty. six ; four 
each for DFS, Ogilvy, Benson & 
Mather and Y&R; three for Compton. 
Gardner, Burnett and BBDO; two 
each for Aver. McCann-Erickson; 
FC&B. DCS&S. SSCB. Parkson: one 
each for Grey, Campbell-Ewald. Nor- 
man, Craig & Kummel. K&E, Gumm- 
binner and Perrin-Paus. 

Rating gains: Onlv four of 10 
leading agencies gained higher rat- 
ings for their network tv program 
lineups in '59 compared with their 
schedules in \56. Biggest hike was for 
DFS, with seven shows in '59 bagging 
an a\erage rating of 25.9 — a gain of 
10'/ from the 56 figure. Compton 
scored an increase of 29' r for its 
three shows and average rating of 
27.5. Benton & Bowles* rating (of 
21.8 average on 15 shows) represent- 
ed a 13'r hike. And JWT. netting 
an average rating of 24.5 for its 17 
programs, showed a gain of 12' t . 
Biggest rating drop was for Bates in 
this span of time, down 2V ; < , 

Some of the year's milestones: 
D. P. Brother. Detroit, marked its 
25th >ear of operations. . . Leo Bur- 
jv L Chicago, passed its $100 million 
billing figure and realigned its ex- 
1 1 uthe staff to coj>e with this en- 

'£cd figure. . . The Hollywood Ad- 



vertising Club sponsored its first 
Broadcast Advertising Clinic. 

Progressive management at the 
Ra> Barron agency in Boston in- 
vested Sd.000 in local tv time, spon- 
soring local mayoralty election re- 
turns, to tell viewers about advertis- 
ing and the role played by an adver- 
tising agent. . . And Robert E. Allen, 
president of Fuller & Smith & Ross, 
used closed circuit radio facilities to 
deliver a "State of the Agency" ad- 
dress to staffers in San Francisco. 
Chicago. Cleveland and Pittsburgh 
from New York. 

Expanding worlds: Pat Weaver, 
network tv program impresario, be- 
came chairman of McCann-Erickson 
International in a move portending 
increased interest in broadcast adver- 
tising throughout the world. 

New ad efforts: Agenc) produc- 
ers in Chicago organized the Agency 
Broadcast Producers Workshop. . . 
And 20 top media men at New 7 York 
agencies started the New York Adver- 
tising Media Planners, meeting once 
monthly to integrate media plans, dis- 
cuss buying techniques and market 
information. . . Leonard Kanzcr. part- 
ner in Marvin & Leonard Adv.. Bos- 
ton set np Marketing Associates. Inc.. 
a nation-w ide agency organization for 
the interchange of marketing services 
and ideas. Corporation is owned by 
member agencies, limited to those 
billing $500,000 or more annually. 

A similar group. Marketing Assn. 
of North America, was organized In 
Raymond Rosenberg, president of the 
Yardis agency in Philadelphia, to 
bring together in an idea exchange, 
medinm sized agencies in the $500.- 
000 to $1.5 million billing class. 

Employee owners: BBDO. at its 
annual meeting, reported the com- 
pany is entirely owned by 261 stock- 
holders all of whom are full-time em- 
ployees — and that no one person 
owns more than 5'y of the stock. Its 
vital statistics: There are 2.037 em- 
ployees working on more than 140 
accounts. Each averages 1 5 r ^ of an- 
nual salary in a profit-sharing plan. 
1058 billing was $203.2 million, a 
growth of 106.3 fy f since 1938. The 
average client has been with the agen- 
cy 11 years. 

Hoarding is an evil practice by 
too many agencies, charged George 
Gribbin, president of Young & Kubi- 
eam. "Advertising has been held back 
because discoveries have been hoard- 



ed. Above all, we should share our 
research." he said. He contended ad- 
vertising doesn't begin to keep pace 
with the progress of the products it 
promotes, and that agency and client 
should work closely together in re- 
search and development. These were 
questions he posed for agency self- 
examination: "Is the agenc\ planning 
and doing the kind of research that 
will help advertising keep pace with 
upcoming changes in the scientific 
revolution? Is the agency becoming 
adventuresome and revolutionary in 
its creative activity?" 

U.S. as a client: Marion Harper, 
Jr., president of McCann-Erickson. 
suggested that the Federal Govern- 
ment could easily spend in advertis- 
ing five to 10 times as much as it is 
now. Suggesting that each major 
government department have a public 
information appropriation in the 
over-all budget for the use of paid ad- 
vertising, he said these benefits would 
result: "better knowledge of the audi- 
ence, more effective information pro- 
grams, more responsibilty and ethical 
communication." 

If advertising were stopped, 
predicted Robert E. Allen, president 
of Fuller & Smith & Ross agency, 
there would be crippling cutbacks in 
the production of cars and all other 
consumer goods, mounting unemplo}- 
ment in industry, publishing and all 
fields related to advertising, and tv 
performers would quickly switch to 
toll tv performances rather than tv as 
it now exists. He estimates a single 
copy of a national magazine — with- 
out advertising — would cost the read- 
er $1.75 ... a Sunday paper would 
be SI. 50. ^ 



TELEVISION 

(Continued from page 29) 

\ears before, the first color receiver 
rolled off the RCA production line. 
At the time of the anniversary, an 
estimate by Sylvania, placed the num- 
ber of color tv sets in the U. S. at 
about 435,000. Several months later. 
RCA executive committee chairman 
Frank Folsoni. in an interview with 
the Wall Street Journal, predicted 
that RCA probably would sell be- 
tween 80,000 and 85.000 more color 
tv sets in 1959. In June, NBC TV an- 
nounced 30% step-up in color pro- 
graming. 

But it wasn't until near year's end 
(Pleast turn to page 59) 
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Whats happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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Ill the midst of the parade of pressure groups, panacea-prestidigitators and in- 
dustry figures before the FCC on the question of programing control, Attorney Gen- 
eral William Rogers tossed an opinion that apparently took all factions by surprise. 

Holding aside the Rogers letter for the moment, here were the week's highlights of the 
going-over given the problem of how to solve the troubled state of tv and radio program 
practices: 

1) The Harris Legislative Oversight subcommittee, with its usual knack for pulling 'em 
out of the air, issued a subpoena for the records of Broadcast Advertisers Reports. The obvi- 
ous motive: a fishing expedition, aimed at finding clues for new directions toward 
which to shift the subcommittee's probing attention. (It now becomes quite likely that 
the Harris group will be riding the tv/radio train without letup during the upcoming Congres- 
sional session.) 

2) Westinghouse's Don McGannon revealed that the rush to join the radio and tv 
codes is on in earnest since the scandals. The latest figure cited on the joiners is 684, 
with 76 new radio subscribers within 10 days. 

3) The FCC program hearings produced little new or anything of much moment. Broad- 
casters who believe newspapers are carrying on a vendetta against them could be surprised 
by the fact that newspaper witnesses were unanimous in asking the FCC to keep 
hands off programing — citing the danger to free speech. 



The Attorney General's missive— directed to FCC chairman John C. Doerfer — 
said that Rogers believed there is little or no danger of violation of the anti-trust 
laws if industry acts together to improve broadcasting. 

Doerfer brought up the fact that he had inquired by letter and had received the Rogers 
letter in answer while McGannon was testifying as chairman of NAB's Tv Code Board. Mc- 
Gannon had just raised the question of whether broadcasters would be violating the law if 
they went too far to correct industry malpractices through self-regulation. 

Rogers said broadcasters have had codes for years and so have the motion picture peo- 
ple, with no antitrust suits filed to date. He said, further, that if there is any doubt, broad- 
casters can come in and talk over their problems in advance with Justice Depart- 
ment officials. 

McGannon still held to the point that Justice agreement would not bar private antitrust 
suits, and he also doubted that agreements, such as between networks, to spread out public 
service programing, would be legal. 



The Federal Trade Commission continued active: this time with a new confer- 
ence for which some 47 business, consumer and other private organizations were 
called to Washington. 

Purpose of this one was to set up public cooperation with the FTC to stamp out question- 
able advertising practices, fraudulent sales practices, etc. The FTC wants to get at the prob- 
lem from two directions: (1) to alert the public to such things so buyers won't fall for them; 
(2) to get the public to bring their complaints to the attention of the FTC. 

On the getting ready front, Attorney General Rogers is polishing up his report about the 
legalities of the quiz show and payola messes. He lias promised a year-end report to the Presi- 
dent, and Congress will also be interested. This report could jog both the FCC and the 
FTC. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



llnl ni v ft 



FILM-SCOPE 
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One of syndication's greatest recurring reports — that Ziv might merge with an- 
other company — popped up again the past week. 

Traditionally, Ziv has been regarded as a prospective buyer of other syndication inter- 
ests in each of the previously rumored possibilities. 

But earlier this year Ziv maneuvered itself into a new position by virtue of bringing in 
two investment houses, and it appeared to many that Ziv was trying to be a seller rather than 
a buyer. 

Last week trade reports had U.A. offering some $14 million for an 80% share of Ziv. 
Ziv executives this week denied the accuracy of published reports; one top officer stated: 
"If anyone does the buying, it'll be Ziv." 



There has been some shift in the use of rating services by syndicators this sea- 
son compared to last year, touched off by the appearance of Nielsen on the local 
scene and the new Arbitron services. 

A group of syndicators were polled last week to determine which rating services they used 
during the 1958-59 season and which ones they use now. 

Here's what they said: 

RATING SERVICES USED 



SYNDICATOR 

ABC Films 

CBS Films 

CNP 

MCA 

NTA 

Ziv 



1958-59 
ARB, Telepulse 
ARB, Telepulse 
ARB, Telepulse 
ARB, Videodex 
ARB 

ARB, Telepulse 



1959-60 
ARB, Nielsen 
ARB, Nielsen 
ARB, Nielsen 

ARB, Nielsen, Pulse, Videodex 
ARB 

ARB, Nielsen, Telepulse 



The adage that nothing is more predictable in syndication than the ratings of 
a solid off-network re-run is being demonstrated again in the case of CBS Films' 
Phil Silvers series. 

The Phil Silvers entry may be on its way to repeating the syndication success of a past 
CBS Films off-network show, The Honeymooners. 

Here are the November ratings of the Phil Silvers syndication in ten important markets 
according to Nielsen reports: 
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CITY 


RATING 


New York 


18.3 (ARB) 


Chicago 


9.6 


Philadelphia 


14.9 


Pittsburgh 


21.6 


St. Louis 


11.4 


Buffalo 


35.3 


Cleveland 


20.0 


Columbus, 0. 


16.4 


Portland, Ore. 


23.8 


Nashville 


23.4 
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FILM-SCOPE continued 



The independent syndieator without .some form of baekntopphig is now eom- 
ing in for his share of soul-searching. 

Smaller and middle-sized companies that have been shut off from big regional and net- 
work money are finding market-by*inarket selling very tough. 

Note how many of the syndicators now have Home form of hacking. 
The two usual forms are: 

• Tv networks: ABC Films, CHS Films, CM* (NBC I. 

• Motion picture majors: ATA (National Theater;-), Screen Gems (Columbia) and now 
possibly Ziv (UA?). 

Also keep in mind that MCA has Hevue, ITC an international programing link, Flamingo 
a place within Buckeye holdings, and Guild its Vic Tanney merger. 

There's some concern that this tendenc) toward joint and corporate enterprise might lead 
to discouragement on the part of independent operators. 

Companies representing 90% of U.S. international tv program bn&iness have 
formed a new group, the Television Program Export Association. 

William H. Fineshriber is consultant and George Muchnic is council of the organizing 
committee taking necessary steps to form the association. 

An expanded interim committee has been formed until the new association takes over. 

Members of the committee are: temporar> chairman Merle Jones, CHS stations; Harold 
J. Klein, ABC Films; Morris M. Schrier, MCA -TV; Alfred U. Stern, NBC; Lloyd Burns, Screen 
Gems, and Herbert L. Golden, United Artists. 



COMMERCIALS 



An Anipex representative took exception to three points of information on the 
subject of Film ways appearing in FILM-SCOPE last week. 

Here's the background: Film ways once had Anipex equipment, sold it, and is now prob- 
ably re-equipping with RCA recorders. 

Here are the three points of contention between Anipex and Filmways: 

1) Ampex denies that its video recorders obsolete quickly — one reason Filmways gave 
for dissatisfaction. 

2) Filmways claims it bought two Ampex recorders; Ampex says one. 

3) Filmways stated it spent $125,000 on video-tape equipment last \ear, but Ampex 
notes it sold Filmways only $48,000 worth of equipment. 

Convenience innovations frequently spell the difference in brand preference, ac- 
cording to a recent Schwerin study of three commercials. 

Three brands of a personal product were tested separately and also together: in both 
places those with the automatic feature got the be>t response. 

The brand with the most adjustable features did about as well as one with semi-automatic 
features when tested separately, but did poorh under competition. 

Here are the Schwerin competitive preference scores: 

BRAND FEATURE; XON -COMPETITIVE TEST DIRECT COMPETITIVE TEST 

A: semi-automatic 56 13 

B: adjustable 61 —75 

C: automatic 100 100 

Incidentally, Schwerin's study of commercial wear-out resulted in thi* check list for ad- 
vertisers: 1) Start by cheeking the effectiveness of your commercial*, 2) Make peri- 
odic checks, 3) Keep a campaign in reserve, and 4) Watch different commercial* for 
varying wear-out rate. 
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In view of the present hullabaloo over outside pressures on record scheduling, 
this incident proved an eye-brow raiser among station people: 

A letter from a Park Avenue agency asking radio station's cooperation in plugging 
an album made by the client's voealist-wife. 

The client is a heavy user of spot. 



Note to Tv Guide: NBC had nothing to do with the pulling of the Circle, the 
Kellogg conversation extravaganza back in the '30s. 

J. Walter Thompson produced this comparatively expensive program and the account 
gave it the thumb but for one reason: an abysmally low rating. 



One of the curious contra dictions of the present network tv season is the fact 
that though Dennis the Menace is one of the season's bits, CBS TV hasn't been 
able to find an alternate week sponsor. 

The show and time can be had, according to latest quotes for §105,000. 
ARB's November report showed that 54.5% of the Dennis audience was under 17 
years. 

Madison Avenue is wryly amused by the apprehension being voiced by some 
of tv's most bitter columnar critics over the reforms being instituted by the industry. 

They, the critics, are afraid now the changes will tend to straightjacket creative pro- 
graming. 

Cracked one Madison Avenueite: "What these critics are afraid of, you might say, is that 
the reforms will leave 'em with nothing to snipe at." 



Poor coordination on the part of traffic departments in cheeking the proper 
rotation of commercials on local shows must be giving station managers fits. 

If the managers are wondering how come the agencies are aware so closely of what's go- 
ing on in this area, they ought to know this: Lately their competitors have been log- 
ging the rotation shows and passing on the delinquencies to their own reps. 

The reps, naturally, show them to the agencies involved. 



Johnson & Johnson's Modess is working on a commercial which it hopes will 
be acceptable to tv. 

If it gets that far, the pitch will be to teenagers. 



Industry operators are hoping that while the Harris subcommittee is poking 
around tv it will look in on the effect that union featherbedding may have on pro- 



grammer. 



It's their contention that their efforts at public service programing is often ham- 
strung by the technical union's insistence on the presence of supervisory help regardless 
of their need. 
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TELEVISION 

{Continued from page 51) 

that the first significant break- 
throughs for color t\ took place. One 
of these was the move b\ Admiral 
Corp. to join RCA in the manufac- 
ture and sale of color tv receivers. 
The other event — and a significant 
one it is for it influences color pro- 
graming which, in the long run, must 
spur the sale of sets — was the devel- 
opment of a new color tv camera that 
will put color facilities within a cost 
range that is within the budget of 
almost any good, going tv station. 
Xo expensive air conditioning or ad- 
ditional lighting is neeessan now to 
transform a black-and-white studio 
into a color one. The camera, which 
gi\cs better picture qnalit) with less 
light, was sparked In Robert Dun- 
\ ille. president of Crosley Broadcast- 
ing Corp. which operates four tv sta- 
tions from its WLAY-T headquarters 
in Cincinnati. Dunville asked General 
Electric to perfect a t\ camera that 
would accomplish it, and they did. 
Thus 1960 could see color tv mo\ e 
faster than it has in am of past five 
\ ears. 

Programing; : Long before the 
fall 1959 tv network season began, 
it was apparent that specials were not 
nnh here to stay — but to dominate. 
Hour-and-longer tv shows became the 
order of the day. When 1959-60 sea- 
son set in. it found every one of the 
three networks with at least one 
''special" or "spectacular" a week. 

On the regular run of shows, west- 
erns still dominate the tv scene, but 
a lot of adventure and mystery shows 
in hour length formats have moved in 
on them. Among new non-western 
entries: NBC TV's River Boat: ABCs 
Alaskans, Bourbon Street Beat. The 
Untouchables. Adventures in Para- 
dise; CBS TV's Revlon-sponsorcd 
series of special dramas that alter- 
nate with Playhouse 90. 

Trick facing show producers at 
year's end is to keep fare from fold- 
ing at last season's rate, when by 
May. 39 net tv shows bit the dust. 

Academy of Television Arts and 
Sciences "Emnn " awards w ere held 
in May. In X.Y.C.. Los Angeles and 
Washington, D. C a total of 42 Em- 
mys were given. Of these, nine went 
to Fred Astaire and four to Hall- 
mark's drama. Little Moon of Alban. 

The medium : While tv needed 
little documentation to prove its 
growing strength and its position as 



No. 1 medium, it got plent\ jnst the 
same. Among the-se, the spring re- 
port b\ A. C. Nielsen Co. that there 
were 1.0 million more t\ homes than 
the \ear before. T\ B. in June, came 
up with results of a stud) that showed 
half of all women in I * S. 1 49.9' v ) 
have watched tv on the a\erage week- 
day before 6 p.m.. better than eight 
out of 10 people sec t\ during a da\ . 

Allocations: The long, dreary, 
monotonous FCC wrangle over t\ al- 
locations continued through the \ear. 
What was accomplished was a more 
or less substantial agreement on the 
part of the Commission s members on 
two points: I I ) That no rearrange- 
ment of the 12 \hf channels can pro- 
vide for a nation-wide, competith e 
television S)stem. adequate for coun- 
try's growing population and expand- 
ing economy. (2) The *\le-intermix- 
ture (assignment of vhf-onh facili- 
ties to some areas and uhf-nnl\ to 
others) will not provide a long-term 
answer to the problem. 

Still under con>ideration are >uch 
alternative policies as: f 1) A 50- 
ehannel vhf s\stem. retaining present 
12 channels. 1 2) A similar 50-ehan- 
nel set-up. but withdrawing channels 
2-6. l3l A contiguous 25-channel 



\ lif s\ stein keeping channel*. 7-13. 
Ill Continuing with the present \hf- 
uhf o2-( liaunel >\stem. (5) \ 70- 
channel all-nhf sWern. 

Pay t\ : Considering that March 
saw the FCC read) to authorize te^t* 
for pa\ tele\i>ion. and that the llou^c 
Committee appro\ed it lb) the flight 
margin of n -ingle votel, pa) t\ ap- 
peared to get now here this \ ear. 
There simph \\ t > no nidi of appli- 
cants to tr\ out >)>tetn^. A lot of the 
old enthusiasm for pa\ tv seems to 
have evaporated into air. 

Personalities and home prob- 
lems : In mid-\ ear, 1 luhbell Robin- 
son departed CHS TV as programing 
\ ice president. Near \ ear's end. Lou 
Cowan resigned a* president of CHS 
T\ T . His \aeated spot was filled In 
James T. \ubr e\ . Jr. 

Long-aw ailed Miami Channel 10 
trial, invohiug e\-FCC commissioner 
Richard .Mack and his friend and 
law\er. Thurinan W hiteside, began in 
mid- April, dragged on for month-. 
. . . \ARFT ualked out on NBC T\ 
in Ma\ in a dispute mcr Faris-taped 
Dave Garrowa\ program. Issue- at 
stake were *'featherbeddmg r " andxmi- 
trol of inter national tv operations. . . . 
(Please turn to page 05 ) 




WBNS Radio 

Columbus, Ohio 

John Blair & Co., Representatives 




Pulse ashed, '7/ you heard ton flitting news re- 
ports on Cahtmhu* radio, uhirh station would you 
believe?*' li e were a so/id first in fart. HJ^c 
ahead of the second station in heliemfnfitY. 
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NETWORKS 



NEWS & IDEA 

WRAP-UP 



BROTHERS UNDER THE SKIN — all members of advertising— attended 15th Adam Young 
Anniversary party at Detroit Athletic Club. Among notables (l-r): Adam Young; Ted Campeau, 
pres., CKLW, Det.; Joseph Hartigan, bd, vxhrm., C-E; Watts Waclcer, media dir., D. P. Brothers 




You can expect a big hullaballoo 
from tv's columnist critics over 
this: CBS TV is shelving Play- 
house 90 after four years. 

The first half-hour of the Thurs- 
day night 90-minute vacancy (9:30) 
will be filled with Schlitz's Markham 
series (now on Saturday 10:30 p.m , ) 
and the remaining hour (10-11) by 
a Revlon variety show, produced by 
Abe Burrows and directed by Perry 
Laferty. 

NBC made a series of title changes 
in the area of press relations this 
week. 

They were: Sid Eiges was given 
the newly-created post of v.p., public 
information; Ellis Moore was moved 
into Eiges' former niche, with the 
title of director, press and publicity; 
Lester Bernstein was named director 
of corporate affairs. 

In his new T spot Eiges has author- 
ity over national advertising and the 



FRUITFUL VENTURE is Fosters Lunch System Ltd. radio campaign, offering cash prizes to 
fruit calce buyers. Here, "Miss Fosters Fruit Calce" visits KSFO's (San Fran.) d.f. Don Sherwood 





WEEK IN THE SUN meant two Bermuda 
vacations in contest staged by WTAR, Nor- 
folk, Va., in cooperation with Sunlight laun- 
dries. Over 3,000 participated. Other booty 
included free laundry and dry cleaning service 




Merry Christmas 





FILL IT IF YOU CAN! Urging gifts for 
needy, KING, Seattle, built giant Xmas stock- 
ing. Ray Briem broadcasting at foot: Dep. 
Sheriff Erv Thompson (I), d.f. Frosty Fowler 
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promotional services, pre** and pub- 
licity departments. 

iSBCs recently-organized Enter- 
prises Division has set up four 
separate units: Domestic, Inter- 
national and Theatrical Enter- 
prises and New Enterprises De- 
velopment. 

Morris Rittenberg heads Domestic 
Enterprises; Clifford Slayhaugh he- 
comes director of International En- 
terprises and will also serve as \ ice- 
cliairman of the hoard. XBC Inter- 
national, Ltd. The\ hotli will report 
to v.p. Alfred Stem, who will con- 
tinue direct supervision of the other 
two units. 

Network programing notes: Be 

Our Guest, a one-hour variety series 
starring George de Witt, will make its 
debut over CBS TV Wednesday 27 
Januar). 7:30-c5:30 p.m. . . . About 
Faces, a new audience participation 
series with Ben Alexander, debuts on 
ABC TV 4 Januarv. to run Monday 
through Frida\. 1-1:30 p.m. 



CBS Radio la*t week proented it> 
I95JJ-59 recordings <if the Hidden 
Revolution series to the Libran of 
Congress for its collection of audio- 
viMial research materials. 

.New network affiliates : To CB>> 
TV, KTKK-TW Lufkin. Tex. . . . To 
ABC Radio. \VY\K. Baton liouge: 
KOZE. Lewwton. Ida.: \\ \K\ Ft. 
Pierce. Ha.: WDOE. Dunkirk. \. Y.: 
and WW EG. Eau Gallic Fla. 

Reshuffling in the* sales depart- 
ment at CBS TV includes these pro- 
motions: John Karol, to V.p. and 
director of special project*; Sam 
Maxwell, Jr.„ general scales man- 
ager ; Joseph Curl, da\ time sale> 
manager; Theodore Shaker, man- 
ager of program sales; Alfred Hard- 
ing, manager of public opinion pro- 
gram sale**; Robert Jamiesom a>- 
sistant business manager and direc- 
tor of Nation clearances for the net- 
work sale^ department; and Rich- 
ard Low. to assistant business man- 
ager. I For details on John Karol 



promotion. >ee New mi taker of the 
\\ eek. page (>. \ 



AGENCIES 



John Kgan* Com ptuu** program- 
ing \.p. for over eight year*, i* 
joining Doyle. Dane, Bernhneh. 

lie II operate there in the hainc ea- 
|>aeit\ . 

Ted Bates handed out a couple of 
Christmas promotions in the 
radio/ tv department. 

The names and titles : Larrabee 
Johnxni, compel for l>UMiie.^ alTaii>. 
and Mitchell Lipmaii. manager of 
network relations. 

Agency appointments : The New 
England Confectionery Co.. bill- 
ing SI million, from C. J. LaRoehe. to 
Keiivon & Eekliardt . . . The 
Dodge New* York Retail Selling 
Association, from VTexton. to Cole* 
Fisher & Rogow . . . Leslie-Spice 
Islands Sales Co.. for its Leslie Salt 




A GOOD ESTIMATOR! Ward Dorrell, v.p.-research director for Blair-TV, accepts award from 
Miss WJtM-TV (Lansing, Mich.) for making closest estimate to the 961,480 television homes 
in the station's coverage area. The interested viewer at the left is Blair's own Kay Hogan 



WIN, PLACE AND SHOW! Debbie (I) 
and Dianna Newcomb, winners of WAST's 
(Albany) "Name the Pony" contest, meet their 
prize pony with station's Ranger Mike 




BEAUTY ORIENTED are members of San 
Fran. Japanese Art Center and Camera Club 
focusing on Kazue Izuml, winner of beauty 
contest staged by KYA (Bartell), Fox Theatre 
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di\ision. to Daneer-Fitzgerald -Sam- 
ple . . - The Pharmaceutical Division 
of the Borden Special Products Co., 
for its MarceBe Cosmetics, to the 
Wexloii Advertising Agency . . . 
Mr-ter Softee. Runnemede. X. J., 
manufacturers of mobile, soft ice 
e rea in units, to Gr ay & K ogers, 
Philadelphia . . . American Solder & 
Flux Co.. Philadelphia, to Advertis- 
ing Associates* Philadelphia. 

Name change: The Benjamin Katz 
Agency. Philadelphia, to The Hill 
Agency, Inc. Benjamin Katz w ill 
continues as president of the coin- 
pan \ . 

\e\v overseas Branch: Hnknliodo 
Advertising Agency, Inc., Tokyo, 
will open, next month, a New York 
office at 444 Madison Avenue, to be 
headed h\ Fujio lnome and Tomo- 
hiko lkari. 

Single-ownership: Gerald Seskin 

has purchased the interests in Al- 
lenger Advertising Agency of his 
former partners, Allan Hackel and 
Lenid Corlin. The firm will remain 
at its present address. 1676 Beacon. 
Brookline, Mass. 

To match increased hillings from 
P&G accounts, Tatham-Laird en- 
larged its contact staff this way: 
Paul Schlesinger. appointed account 
supervisor of all P&G -ervice: Bill 
Focht. account executive on American 
Family Products: John Ryan, associ- 
ate account executhe on Mr. Clean. 
U.S. and Canada: Steve Tart, assis- 
tant account executive on Mr. Clean: 
and Pat Tims continues as Mr. Clean 
account executive. 

#• 

Ad men on the move: C. M. Ixohr- 
ahangh, president of Kudner. he- 
comes chairman and continues as 
chief executive officer. Charles Hook, 
Jr.. executive v. p.. has been elected 
president of the agency . . . Wilbur 
VanSaiiU president of VanSant, 
Dugdale & Co.. Baltimore, was re- 
elected chairman of the hoard. Rob- 
ert Daiger, executive v. p.. is the new 
president, and Lawrence CTNeilh 
Nicholas VanSanl and Robert 
Walsh are the new i\ -elected v.p.'s 
. . Frank Cromer. Jr., to v.p. and 
dirertor of media for Foote, Cone & 
Belding 1 * \ew York office, and Hu- 
bert Ziclske* to director of research 
f r FC&B's Los Angeles office . . . 



Add to personnel moves: Val 
Corradi, elected senior v.p. and 
Richard Ilifif, to v.p. at D. P. Bro- 
ther & Co., Detroit . . . Gary Harm, 
to assistant media director at 
Kerker-Peterson. Minneapolis . . . 
Fred Hansen, to media super- 
visor and William Qnigley Jr., to 
the media department at Foote. Cone 
& Belding . . . Merl Bloom, to the 
tv 'radio department and Thomas 
MeGowan, project director in the re- 
search department of Reach. McClin- 
ton & Co. . . . Dodds Buchanan, to 
manager. Xahas-Blumherg Corp.. 
Houston . . . Martin Baker, to ac- 
count executive at Doyle Dane Bern- 
bach . . . Dale Arvidson, to the 
board of directors: Robert Smith, 
to radio/tv director, and F. E. Wild- 
er, to secretary of Gruhh & Petersen 
Advertising. Champaign. Ill . . . . 
James McCoy Jr., to account execu- 
tive in the Chicago office of Fuller & 
Smith & Ross. 



ADVERTISERS 



Campaigns : 

• Maremont Mu filer will begin, 
next month, its most ambitious adver- 
tising campaign via sponsorship of 
the Phil Rizzuto Sports Time show, 
six times weekly, over CBS Radio's 
191 station lineup. This network ra- 
dio buy is the result of Maremont's 
successful sponsorship of Northwest- 
ern University football games in the 
fall on WCFL. Chicago, to test the 
impact of sports programing on ra- 
dio to sell muffler^. Agenc\ : Waldie 
& Briggs. Chicago. 

• Underwood Deviled Ham with 
its Red Devil trademark, a familiar 
magazine advertiser, has turned to 
Arthur Godfrey on CBS Radio to 
launch the company's 1960 campaign. 
The reason, according to Underwood 
manager of marketing James Wells: 
"Local market tests of radio this year 
have shown such excellent results that 
we've decided to expand the schedule 
to include network radio." Agencv: 
K&E. Boston. 

Daniel LadcK account supervisor for 
the Warner-Lambert and Internation- 
al Latex accounts at Ted Bates, joins 
F. Lorillard Co. next week as ad- 
vertising director. 

Ladd will supervise Lorillards ad- 
vertising for Kent. Old Gold. New- 



port, Spring and other tobacco prod- 
ucts. 

Strictly personnel: Joseph Cross, 
a v.p. at Compton, and Robert Mc- 
Gbce, account supervisor at Lennen 
& Newell, join Lever Bros, as prod- 
uct managers in the Lever Division 
. . . Carl Uren, to assistant adver- 
tising manager of Chevrolet . . . Leo 
Bernstein, named media director of 
Exquisite Form Brassiere. Inc. 



FILM 



The nature of syndication's year- 
roiind selling season is demon- 
strated by reports of a strong De- 
cember sales record by a syndi- 
cator. 

Ziv reports a December tally that 
ran 22'/? ahead of 1958, and 12% 
ahove the combined sales for Decem- 
her of the vears 1950 throush 1954. 

Sales: Ziv's Tombstone Territory is 
reported sold to Childs Big Chain on 
KCMC-TV. Texarkana, and KSLA- 
TV. Shreveport; Indianapolis Eco- 
nomic Finance on WFBM-TV, Indian- 
apolis: Brown & Williamson on 
KABC-TV. Los Angeles; R. J. Reyn- 
olds on WAVY-TV. Norfolk; Leonard 
Tire Co. and Shell Homes on KOB* 
TV. Alhuquerque; Droger Co. on 
WWTV. Cadillac, and WKZO-TV, 
Grand Rapids: Merchants Distribu- 
tors in Asheville; Howard-Griffin and 
Sanitone Dry Cleaners on KNOW- 
TV. Monroe; Lee Optical on KFDM- 
TV. Beaumont ; By-Rite Food on 
WS1X-TV. Nashville, and First West- 
ern Finance on KEYT-TV. Santa Bar- 
bara. Stations huving the show are 
WTVH. Peoria; WLWA-TV, Allan- 
ta; WNDU-TV. South Bend; WSPD- 
TV, Toledo: WLW-D. Dayton; 
WFGA-TV, Jacksonville; KDUB-TV. 
Luhbock; KVOS-TV. Bellingham. and 
KNDO-TV, Yakima . . . ITC's Lassie 
sold in Yugoslavia. 

Commercials: The Film ways pro- 
duction center in New York, said to 
be largest in the East, was dedicated 
to actresses Dorothy and Lillian Gish 
at opening ceremonies at 127th Street 
and 2nd Avenue last week . . . Sarra, 
Inc. in Chicago has appointed Bill 
Newton as executive producer, Marv 
Bailey as executive director and pro- 
duction manager. Hal Morrow as 
business manager. Harold Lignell 
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as laboratory manager, and Hal 
Toleniiiii as associate producer and 
casting director . . . Music Makers 
reports completing spots for Pillsbun 
through Campbell -Mithun, and for 
Alpine, Utica Club. La\vr)'s and Co- 
lombian Coffee, all through l)o)le, 
Dane, Bernbach . . . Filmex, a new 
producer, has opened at 339 East 
48th Street in New York; Robert 
Bcrgiiiami is president. 



RADIO STATIONS 



NAB^s Standards of Good Prac- 
tice Committee urged the radio 
broadcasters this week to put 
"teeth" in its code. 

The Committee recommended to 
the NAB Radio Hoard that the Stand- 
ards be strengthened b) adding in- 
dustry enforcement powers to assure 
compliance by radio stations which 
subscribe to the radio code. 

Also recommended by the Commit- 
tee, in special session, is that formal 
subscription to the Standards be open 
to all radio stations — not only to 
NAB radio members. 

Ideas iit work : 

• What they did for the holi- 
day: CKLW. Detroit, conducted a 
u Holida) Wishbone*' contest — invit- 
ing listeners to send decorated wish- 
hones to the station for cash prizes. 
A final count showed a total of L521 
received by the deadline— including 
wishbones converted into Santas, rein- 
deers, dolls and the like . . . KFEQ, 
St. Joseph. Mo., promoted its "Opera- 
tion Santa Claus" with on-the-air bul. 
letins of his intinerary during the 
simulated flight from the North Pole. 
These reports brought crowds to the 
airfield to greet him and see the "au- 
thentic to* s from Santa's North Pole 
workshop." 

• Some of the fc *fun stunts^" 
happening at WCAE, Pittsburgh: 
D.j. Pete Shore has agreed to sho\el 
someone's snovr-eovered sidewalk and 
drivewa\ if the snow in front of sta- 
tion s studio (the sidewalk is semi- 
heated) measures one inch . . . d.j. 
Henny Penny is offering a car to the 
listener who can guess how many 
pennies are painted on it . . . and d.j. 
Hill Neshit will prepare a holiday din- 
ner for the person coining up with 
the best name for a turke\. 

Radio station acquisitions : KICA- i 
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AM -TV, Clovis. X. M.. to the Texas- 
\ew Mexico Broadcasting Co.. with a 
planned change of call letters to 
KVKK-AMTY . . . KCOM-FM, 
Omaha, to the Star Station (KOIL. 
Omaha: K1CN. Denver; and KlS\. 
Portland. Ore J . with a change of call 
letters to KOIL-FM . . . KTRN, 
Wichita Falls, to Raymond Huff, 
former operator of KOMA. Oklahoma 
Cit\. and K1T0, San Bernardino . . . 
KABR, Aberdeen. S. 1).. to Trans- 
media. Inc.. a new corporation formed 
to operate the station . . . \\ B1J, 
Dal ton. Ga.. to stockholders in the 



Marietta., On. Journal, for SIM. 000, 
brokered 1>\ Black burn & Co. . . . 
KJET, Beaumont. Tex., to Golden 
Triangle Broadea-ter*. for $160,000, 
brokered bv Ilamiltoii-Landis & /Woo. 

New programing and eoniiiiereial 
policy: KPOL, bos Angeles is ;i gi\- 
ing radio hack to the listeners" \ ia 
it^ ne\s |\ -inaugurated hea\ y re^trie- 
tions. h\ nearb 2.V J . on the number 
of commercials. Station will interrupt 
music on the quai ter-hour fur "digni- 
fied commercials presented with a soft 
musical accompaniment. " I he new 



Northrup, King & Co/s Dollar 
Buys More on WKOW 




"Roy Gumtow, WKOW 
Fa rm Di rector, d oes a 
particularly strong job on 
his farm visits. Our sales- 
men and our dealers wel- 
come his interest, and we 
appreciate the splendid 
cooperation and strong 
support that he and 
WKOW are giving our 
sales program." 

K. H. Erickson, Director 
Marketing-Advertising 
Nortbrup, King & Co. 



"Thank you. Hale Brers and Boh Rizer of BBDO for select- 
ing WKOW, 'First in selling in Southern Wisconsin.' " 

Ben Hovel 
General Manager 
WKOW— WKGW-TY 



WKOW 

MADISON, WISCONSIN 


TV-61 1 
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j- >hc\ also includes a 50' < increase 
uf regularh -scheduled newscasts, and 
a 45-minute ni^htl) stereophonic 
broadcast. 

New subscribers for transcrip- 
tions from Tel National, Holly- 
wood jingle firm: KXRX. Son Jose; 
KW1P. Merced. Cal.: KSOX. San 
Diego; KTLiX. Denver: WDAF. Kan- 
sas City: and KSD, St. Louis. 

Tbisa Mi" 1 data: Broadcast Adver- 
tisers Report has published a 20- 
pa^e handbook for station personnel 
illustrating the wa\s BAR can be used 
in all facets of station operation . . . 
Latest RAB figures from "Telur- 



bia" — Littleton, Colo, uliere 97.5'/? 
of the families own at least one tv 
set: more than 65% of these families 
acquired new radio sets last \ear . . . 
Business notes: The F&F Co., manu- 
facturers of cough lozenges, recently 
purchased the Personality Package on 
the Northwest Nugget (KJR, Seat- 
tle-Taconia; KXL. Portland, Ore; and 
KXEW. Spokane) for a total of 126 
minutes per week, through Robert E. 
Eastman & Co.. Chicago; Rochester 
Savings Bank and Stroiuberg- 
Carlson, for 11 one-half hour pro- 
grams weekly on WROC-FM, Ro- 
chester . . . Anniversary note: Art 
Brown, of WWDC, "Washington, 
D. C. celebrating his 25th year in 



radio . . . KYA, San Francisco, cele- 
brating its 33rd birthday. 

Kudos: To KYA, San Francisco, 
certificate expressing appreciation 
from the city's mayor for the station's 
contribution of 50,000 capsules of 
Chloromycetin to Osaka, Japan . . . 
To KLZ, Denver, a citation from the 
National Association for Mental 
Health, for "outstanding service in 
the public information program to 
help fight mental illness." 

Station staffers: William Water- 
bury, to president and general man- 
ager of WBCB, Levitttown-Fairless 
Hills, Pa. . . . Dave Miller, to sales 
manager for WHK, Cleveland . . . 
Kenneth Baugh, to general man- 
ager of WPEO, Peoria . . . Gerald 
Hauser, appointed station manager 
of KANS, Kansas City . . . Norton 
Virgien, Jr., to station manager of 
WKNB, West Hartford, Conn. . . . 



TV STATIONS 



TIO (Tv Information Office), in 
I the first 60 days of its operation, 
has signed as members 120 sta- 
tions, the three networks and the 
NAB. 

Chairman Clair McCollough stated 
that this was ""a demonstration of the 
industry's unity in building a two- 
way bridge of communications be- 
tween itself and its many publics." 

Some plans of TIO include the cir- 
culation of tv editorials, now aired bv 
a number of stations, refuting "infor- 
mation and false impressions" that 
have arisen in recent weeks. 

Ideas at work: 

• Subject, toys for youngsters: 
KABC-TV, Los Angeles, joined 
forces with the Marine Corps Reserve 
to stage the kick-off event for 
"Chucko's Christmas Show for Tons 
for Tots"' at the Sports Arena. The 
campaign attracted some 10.000 
voungsters. who donated new tovs as 
the admission price . . . 

Buffalo, sponsored an "Operation Toy 
Lift" sending a Santa Claus to two 
local children's homes with toys. 

• To mark its anniversary: In 
commemoration of its 10th year, 
WOAI-TV, San Antonio, sunk a time 
capsule in the ground adjacent to its 
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anniversary 

WOC-TV Ch. 6 

Davenport, Iowa— Rock Island— Moline, Illinois 
The Nation's Forty-Seventh TV Market 

On October 31, 1949, WOC-TV went on the air. FIRST in the 
Quint-Cities — FIRST in Iowa. This was in keeping with the fore- 
sight and courage oft Colonel B. J. Palmer, who had pioneered the 
first radio station west of the Mississippi in 1922. 

In 1949, there were less than 400 TV sets available to receive WOC- 
TV's first broadcast. On this 10th anniversary date, there are more 
than 438,000" sets in a 42- 



county area. WOC-TV land 
today is rated as the 47th TV 
market in the nation. 

WOC-TV continues to main- 
tain its leadership and success 
in serving its viewers and its 
advertisers. 

Your PGW Colonel has all 
the facts. See him today! 



PRESIDENT 

Col. B. J. Patfrwf 
VICE PRES. & TREASURER 

D D Palmer 
EXEC. V1CEPRES1DFNT 

Ralph £s»m 

SECRETARY 

Wm D Wagner 
RESIDENT MANAGER 

Frrtcvt C Sandtrs 
SAI FS MANAGER 

Pa. Shaffer 



THfc IN I CM ItS 



DAVENPORT 
BETTENDORE 



ROCK ISLAND 
MOL1NE 
EAST MOL1NE 



PETERS. GR1TEIN. WOODWARD, INC 
EXCLUSIVE NATIONAL REPRFSENTAT1VES 




WOC-TV DAVENPORT, IOWA IS PART OF CENTHAL BROAOCASTINO CO., WHICH ALSO OWNS AND 
OPERATES WHO-TV AND WHO RAOIO, DES MOINES, IOWA. 



SPONSOR • 26 DECEMBER 1959 



studios, to be opened 25 years hence. 
The capsule included the achieve- 
ments and records of major event? 
over the last 10 eyars. plus predic- 
tions made by local citizens of things 
lo come (luring the next quarter cen- 
tury. 

New quarters: WBEN, Inc., Buf- 
falo, will move next month to a new 
radio/tv center at 2077 Elm wood 
Avenue, in North Buffalo. 

Winners: The three West Coast sta- 
tions of the Transcontinent Tv 
Corp. fared as award winners in the 
annual Southern California competi- 
tion of national trade ads sponsored 
In the Art Directors" Club of Los 
Angeles. 

On t lie personnel front: Robert 
Smith, Burton Lninliert and Wil- 
liam McCormick. named v.p/s of 
WOR Division of RKO General . . . 
Charles Walsh, appointed executive 
assistant to Clark George (see Radio 
and Tv Newsmakers. pasrc 66) at 
WBBM-TV. Chicago . . . Ray Bein- 
dorf, named general sales manager 
of KXXT and the CBS TV Pacific 
Network . . . John Cherhcrgu to na- 
tional sales service manager of KIRO- 
TV. Seattle . . . Les Hunt, to Texas 
and New Orleans representative for 
KHOU-TV. Houston. ^ 



TELEVISION 

(Continued from page 59) 

NAB showed its teeth in May when it 
cracked down on Preparation H com- 
mercials. 

Major problems: Networks have 
been a target for practical]) t lie 
whole of 1959. as they were the year 
before and will continue to be well 
beyond 1960. FCC has been training 
guns e\er since Barrow report. Net- 
work spiked those guns on one score 
— the "must buy" — In discounting 
them voluntarily. But they are still 
being hounded on option time and 
affiliations. 

Networks got something else to 
worn about early this summer when 
another long-time practice was chal- 
lenged — that of a network spot sales 
organization representing affiliates 
other than their o\mi o&o stations. 
The pot keeps boiling, and the recent 
tv quiz bearings are not likely to do 
much to lower the temperature. ^ 



SPONSOR ASKS 

{Continued from page 53 I 

Empire. No longer do we tee the 
farmer coining into town on Saturday 
night to "whoop" it up. lie is usu- 
ally more cosmopolitan than the peo- 
ple living in the metropolitan area, 
and it is reflec ted in the large num- 
ber of people who travel all o\er the 
world, from the Spokane area. 

KXLY-TV because of its tremen- 
dous coverage of the entire Inland 
Empire, plays an important part in 
keeping the farmer of today abreast 
of current events and constantly sup- 
plies hiin with information on where 
to go and what to see not only at 
home but abroad. Needless to sa\ . in 
the field of farm information, telex i- 
sion feeds a constant stream of pro- 
graming dedicated specifically to the 
farmer supplied In Government agen- 
cies, state colleges, and the tremen- 
dously active chemical industry aimed 
at keeping the farmer in toucli with 
the latest means of modernizing agri- 
cultural methods. 

Joe Andrews, form editor, fTUAZ & 
WVAZ-TI', Macon, Ga. 

Television has made a major im- 
pact in the Middle Georgia farm area 



Tv has aided 
in creating 
desire for 
modernization 
of farm home 



by extending the natural trade area 
and moving aside city limits signs to 
re-shape the field of marketing. 

No longer is the average farm 
home an outpost, far removed from 
the city life and populated by con- 
sumers who get up by lamplight, chop 
kindling wood for a fire and come to 
town for the Saturday night mo\ ie. 

Toda\. Middle Georgia farm homes 
are well-insulated, have a c entral beat- 
ing system and are equipped with all 
the labor-saving devices. These farm 
homes are equipped w ith home freez- 
ers, electric* lights. air-eondilionerS 
ami everything else that can be found 
in any Park Avenue apartment. This, 
of course, has been made possible 
because Middle Georgia farm families 
ha\e seen their gross farm income 
rise from $51,000,000 annual!* in 




1910 to o\er S244.000.000 annually 
la>t ) ear. 

I ele\ ision ha 1 * aided in Treating the 
desire for these thing* that ha\e helped 
mo\e faun families into the *amc 
standard of living as enjoy ed by 
their city eousins. Television ha ^ 
literal!) brought the world into the 
farm Ii\ ing room by combining sight, 
sound and motion. The a\erage farm 
family is just as sum eptrble to tele- 
\ ision advertising as is the Htv 
dweller. This, coupled with the widen- 
ing of the marketing area, ha* made 
tremendous adxanees in merchandis- 
ing in Middle Georgia. 

Middle Georgia farmer* continue to 
rely on radio as the basic mean.* of 
rerehing specialized agricultural in- 
formation but they want current 
market price's, new de\ elopments in 
seeds, news of new insecticide*, etc. 

Thus we can see that telex ision ha* 
broadened the horizon of Middle 
Georgia's farm families, has sharp- 
ened their awareness of better li\ing 
conditions and ha* wiped out the old 
concept of markets and broadened the 
merchandising horizon to correspond 
with the television zone of influence. 

Robert Mulhall, ^raf miln "A''' r • 
IfOi T! . Am?s>l)e* \Ioinrs 

Central Iowa is recognized a^ one 
of the world's most progressne agri- 
culture areas. Mtliough land is basic, 
this status has been reached by con- 
tinued betterment in things other 
than quality of the hind itself. 

\grieultural research has ad\anced 
us to present-day high yields in crop* 
and !i\ estock. Ka rin operators ha\ e 
become specialists with thousands of 
dollars hanging in the balance at the 
turn of each season. Every farm oper- 
ator is his own manager and must 
seek every menus possible to keep 



Tv has Jiad 
strong social 
and economic 




effect. 



s on 



comma nit\ 



ideas and methods up-to-date. Tele- 
\ ision Ini- fitted tbi* need preei*el\ . 

Casual obserxation might lead one 
to beliexe that only the farm operator 
benefits from agricultural in forma- 
\ Phase turn to page 66 \ 
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SPONSOR ASKS 

Continued from page 65 I 

tion. hut se\eral side benefits of equal 
value ha\e resulted. Two should be 
mentioned: (1 I Tele\ ision has enabled 
the urban audience to "see" and 
better understand agricultural prob- 
lems. ( 2 ) The substantial number 
of persons owning but not living 
on farms remain current on problems 
facing the farm operator. Television 
definite!) has moti\ated the in absen- 
tia landlord toward continued farm 
improvement. 

Another notable benefit winch tele- 
\ ision provides to farm areas is 
weather information. With agriculture 
so critically dependent upon weather, 
thi? t\pe of information* \isual. cur- 
rent, and in-depth is a necessity. 

We ha\e long held to the thinking 
that there is no substantia! difference 
between the rural and urban families. 
In an agricultural area, the tastes, 
habits and buying patterns are basic- 
alh the same. We \\ ould observe, 
however, that the rural famih has 
fewer wa\s in which to spend leisure 
time, and as a matter of fact, is iso- 
lated during certain periods of bad 
weather. We should also observe that 
farm families are tied to the land and 
therefore tat e few er \ acations than 
others. Tele\ ision has been a most 
w elcome and necessarv convenience 
in the rural home. 

In recent \ears an evolution has 
occurred in main agricultural areas. 
The demand for tele\ ision forced elec- 
trification into sections pte\ iously 
without it. Once in these homes, tele- 
\ ision husih sold labor sa\ ing devices 
and ideas to the farmer and put a new 
look into the farm household equip- 
ment and pantn . ^ 



TAPE & FILM 

{Continued from pa^e 36 1 

ing two programs from Screen Gems. 
Tobacco, beer, automotive, food and 
ser\ice ad\ertisers made major in- 
\e>tinents in local and regional syn- 
dication. 

Federal regulation. As part of 
its network's new policies. CBS Films 
began with an entire!} unprecedented 
seiie> of self-regulator) policies to 
make its programs into exactly what 
the\ appeared to be. Among these 
changes w as a mo\e to eliminate 
( aimed !au2hter in new comedies. ^ 




HCSIO 



MAKERS 





Edwin D. Cooper, \ice president and 
western manager of SPONSOR, has resigned 
this position in order to publish his own 
weekly trade magazine — AN NY ("Adver- 
tising News of New York"!. Cooper joined 
sponsors staff in Jul). 1946, about four 
months hefore the first issue of the maga- 
zine w as published. In the more than 
13 )ears since then, he served as produc- 
tion manager. New York salesman, and West Coast representative. He 
has been western manager for 10 years, and v.p. for the past two. 

Clark George, v.p. and general manager 
of KNXT. Los Angeles, has been appointed 
to the same post at WBBM-TV, Chicago. He 
will replace H. Leslie Atlass who retires 
31 December as v.p. and general manager 
of the Chicago CBS o&o. George was ap- 
pointed to his Los Angeles post in June of 
1959. He had been station manager since 
1956. George joined the CBS sales staff 

in 1916; was named eastern representative for KNX-CPN in 1951; 
eastern sis. mgr. of CBS TV spot sales in 1952. and gen. mgr. in 1954. 

^✓George T. Matson has leen promoted to 
the newK created post of \ .p., general man- 
ager. NBC TV. He has been v.p. and treas- 
urer of the network since January, 1958. 
In his new position. Matson will be re- 
sponsible for husiness control of tv net- 
work activities, for forward planning, 
and for coordination between the various 
t\ network departments. Matson joined 
\BC in 1952 as operations analyst, was appointed assistant treasurer 
in 1953. and then controller before his selection as v.p. and treasurer. 

Daniel Van Dyk has been elected presi- 
dent and chief executive officer of Hazel 
Bishop. Inc. He is former president of 
E\ersharp. Inc. and a former merchandise 
counselor for R. H. Mac\ . He is also a 
director of General Acceptance Corp.. E\er- 
sharp. Clinton Engines and Stu\ \esant 
Insurance Co. Van Dyk and his associates 
paid $1.4 million for 350.000 shares of 

Hazel Bishop's common stock. He also plans to obtain from chair- 
man Raymond Speetor 300,000 shares of Spector's personal stock. 
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IN OKLAHOMA CITY 
THE STATION WITH 
BY FAR THE 
LARGEST AUDIENCE 
IS ALSO THE 
PRESTIGE 
STATION 



CALL YOUR 
KATZ MAN 
FOR THE AUDIENCE 
AND COVERAGE 
FIGURES 



Owned and Operated by 
The WHY Television System, Inc. 
WKY-TV, Oklahoma City 
WTVT, Tampa-St. Petersburg, Fla 
Represented by Katz Agency 




FOR 39 YEARS 
THE UNDISPUTED 
LEADER IN 
OKLAHOMA CITY 
RADIO 



930 K.C. 
INDEPENDENT 
MODERN 
PROGRAMMING 



frank talk to buyers of 
air media facilities 



The seller's viewpoint 



Are your clients getting individual consideration in programing matters? Here, 
Torn Jones, program director, WJIM, Lansing, Mich., speaks for many station 
men who must perform agency, as well as operational, services. He states frank- 
ly, that the days of shotgun selling are over and points out that "our clients on 
the local scene are schooled to look for sales first and ratings second " He be- 
lieves national advertisers should place more emphasis on the right show and 
right spot for their products, and agencies should do more of this type of spot 
thinking. Any ideas of your own? Send them to '*The Seller s Viewpoint " 




MAKE THE DEED FIT THE NEED 



I n the vast Central Michigan market, the general 
absence of advertising agencies has taught those of 
us who work at the station level, some valuable 
lessons. 

Where the local dollar is concerned, we are not 
simply the facility, but in a very real :*ense. the 
agency. We have nine people on our staff primarily 
involved in the problems of commercial production 
and presentation and beyond this our salesmen must 
be thoroughly versed, not just in selling technique- 
hut in television technique. 

What has this activity taught us? Well, first of 
alh it's engendered a healthy respect for the prob- 
lems of agencies and clients and inbred in us a fore- 
bearance in dealing with situations that arise. We 
know that last-in inute copy changes and hurried 
TWX messages are the stuff this business is made of. 
and we encourage an operational flexibility that al- 
lows us to give the fullest in service to our clients 
both local and national. 

And there's another lesson too, perhaps the most 
important one of alb a lesson w T e think needs restat- 
ing again and again in every forum where the prob- 
- of this busines> are the agenda. Simply stated 



the proposition is this; Make the deed fit the need. 

The days of shot-gun selling are over and we've 
got to faee up to the fact that the same adjacency or 
the same program will not do the same job for every 
client. The random matching of dollars to spend 
with a list of availabilities hurriedly culled will not 
result in sales. 

We believe our elients on the local scene are 
schooled to look at sales first and ratings second in a 
determination of their budget expenditures. We sell 
our clients the ngA/'show or the right spot to best 
present their product or service. 

A look at the latest Lansing Nielsen report will 
convincingly demonstrate that our station is well 
equipped to go out and sell just ratings, but, in our 
opinion, this is a mistake that has been made far too 
often for us to follow down the same, well-traveled 
road. 

Because w T e have occupied the unique position of 
serving our local clients through such a direct asso- 
ciation, we have come forcibly face to face with this 
thinking. Certainly, advertising agencies who have 
these same close associations- are coining to the 
same conclusions. ^ 
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SUBSCRIBER 

Our apologies to 
Atlanta, St. Louis, Boston, 
Dallas and some other cities! 



The new 5-City Directory, just off the press, 
contains more than 1900 listings, and 36 pages. 

It's the recognized tv/radio guide to 5 cities 
where 93% of all national spot business is 
bought. 

The 1960 directory is substantially bigger than 
any of its predecessors. You will find it more 
useful, and we hope you will forgive us if your 
city is not included. 

If you're a SPONSOR subscriber drop us a note 
and we'll send you a 5-City Directory with our 
compliments. 

If not, the price is 500 each . . . 400 in quanti- 
ties of 5 to 10 . . . 300 for 10 or more. 

If you're not a subscriber, enter your subscrip- 
tion now by using the form shown on this page. 
We'll send you, as a bonus, not only the 5-City 
Directory but also the 220 page 1959-60 Air 
Media Basics including Radio Basics, Tv 
Basics, Timebuying Basics, and much more. 



SPONSOR'S 




Sponsor Publications Inc. 

40 East 49th St., New York 17, N. Y. 

□ Send me copies of Sponsor's 5-city directory. 

□ Enter my subscription to Sponsor 

for one year at $8.00 and send me FREE 
the 5-CITY 0IRECT0RY & AIR MEDIA BASICS. 



NAME - 

Title _ 



company _ 

ADDRESS - 
CITY 



_ZONE 



_STATE_ 



\. 
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Public faith in the tv medium 

The testimony last week of Elmo Roper, well-known public 
opinion expert, before the FCC hearings in Washington, re- 
stored much healthy perspective to the current tv scene. 

His firm, Elmo Roper and Assoc., had been commissioned 
by the Television Information Office to make a study of pub- 
lic attitudes toward tv, and how these had been affected by 
the quiz scandals and recent newspaper stories. 

Roper's sample was a nation-wide panel of 2,000 adults 
and the results of his findings make cheering reading for all 
who have been worried about a decline in tv's image. 

Among the questions asked were, "Here are some recent 
issues which have been reported in newspapers. Which do 
you think are serious moral problems?" 

Quiz shows and payola ranked far down the list. The real 
problems in the opinion of the panel were juvenile delin- 
quency (89 c ( ), dishonest labor leaders (88%), government 
officials taking bribes (81 r ' c ) m policemen taking graft (74 f T), 
school segregation (71% ). 

Another question asked, "If you could have only one — 
radio, newspapers, tv or magazines — which one would you 
most want to keep?" 

42 c ( said tv. 32 { \ said newspapers. 19% said radio. 
And only 4S said magazines. 

Asked which of four statements came closest to expressing 
their opinion of what the investigations into tv have shown, — 
an overwhelming majority (64% ) agreed on this statement, 
"These practices are wrong and should be stopped immedi- 
ately, but you can't condemn all tv because of them."' 

Says Roper, 'The results indicate to me that the public has 
put this whole matter in a pretty sane perspective — perhaps 
far saner than the writers of newspaper headlines." 




this we fight FOR: Backing for the TIO 
in its fight to dig out the facts about tv and pre- 
sent these facts in a fair, objective and convinc- 
ing manner. TIO deserves industry support. 



lO-SECONO SPOTS 

Relief: Received from Marvic Ad- 
vertising Co.. Brookhn. a "News Re- 
lease About Nothing/' The product 
described is "Nil. the certified in- 
tangible, guaranteed useless." 

Rigging Ribbed 

A producer of tv westerns recently 
was heard saying to his cowboy 
actors. "Pardners, with all these in- 
vestigations about tv honesty, tomor- 
row we start using live ammunition 
instead of blanks." 

# # * 

The recent deluge of confessions 
hy quiz contestants makes one won- 
der if they shouldn't have been hired 
as "singers r rather than as "brains." 

* * * 

Sponsors of quiz shows might have 
avoided a lot of public indignation 
had they prefaced programs with, 
"Part of this program was pre- 
recorded — The answers" 

— Frank Hughes 

Justice: From a Bozell & Jacobs, 
Omaha, release — 

"An Omaha judge has ruled that 
a balloon in the hand is worth a color 
television set. if you have a legal 
claim to the halloon. The ruling . . . 
stirred up echoes of the day it rained 
balloons in Omaha. 

". . . Station KMTV observed its 
10th anniversary ... by putting into 
the air a whole flock of toy balloons 
with gift certificates attached. One 
particularly frisky balloon w T ith a gift 
certificate for a color tv set dropped 
into the yard of a South Omaha man 
. . . bounced away into the yard of 
a lady who lived a block away. . . . 
The man claimed the lady had taken 
the balloon away from him. She 
claimed that she recovered it on her 
own property and that he was tres- 
passing trying to run it down. . . .The 
lady is now 7 watching color tv as the 
result of a Municipal Court ruling." 
Butter fingers! 

Another media: In a NYC elevator, 
a couple of agency people were dis- 
cussing the jet age. "How will they 
ever do sky-writing with jets?" asked 
an adman. "Easy/ 5 replied an adgal. 
"They'll do it in shorthand." 

Gagman: sponsor's circulation de- 
partment received a subscription re- 
quest from a Californian w ho filled in 
after Job Title. "I'm a dog-catcher." 



7 
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WCOL... 



THE NEW 



the most POWERFUL sales med ium in Central Ohio 

POWER in ratings (Hooper, Pulse, NieJsen) ! 
POWER in sales! The NEW WCOL sells the 
family . . . teen-agers and parents, with adult 
buying POWER.' POWER in results! Single 
spotting "showcases" your announcements. 
Taped messages guarantee perfection. No 
errors, time shortages, fluffs. Add POWER to 
your product sales. Sell Central Ohio through 
its most POWERFUL sales medium . . . THE 
NEW WCOL. 




$iotio-n WING. Do>io, 

WEJt B s u.« 

WMO ic ■ o«d 

Wi -£ $r,.a 9 i .-.:d. C" 



A R U tS i 



24-hours-a-day broadcasting 

THE C APITAL STATION • Columbus 15, Ohio 

| represented nationally by...robert e. eastman & co., inc. 



You can't cover 
growing Jacksonville 




without WFGA-TV 

Metropolitan Jacksonville's half-million plus population sprawls aver o vast 845 square 
mile area. The City's new mult: million dollar Expi essway system will help tighten 
Jacksonville into a mare compact, rich market. 

The growth of the metropoliton area has been terrific and as evidence of this 
expansion — Jacksonville led the Southeast and was fourth in the nation in buildinq 
permits issued during the first six months of 1959. 

As Jacksonville grows so grows the demand for your product. But remember — you 
can't cover Jacksonville effectively without WFGA-TV. Only WFGA-TV offers 
the best of two great networks ABC and NBC. 



